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Is this 


( THEN YOU AREN'T DEALING WITH RAPID!) 


Does your electrotyper have a face? 


Or is he so silent and automatic that you sometimes 
forget he’s people? 
Well, at Rapid Electrotype we make darn sure our 


clients know we’re people. We think it’s the only way 
we can serve them right! 


Our reason is simple. Rapid is much more than just 
an electrotyper. Through our divisions in every major 
advertising center, we offer a complete line of duplicate 
printing materials. Mats and electros, sure—but also 


THE RAPID 


plastic plates for magazines and newspapers; R.O.P. 
Color Mats; and new four-color Rapid Atlantictypes 
that come in etchable solid copper for 25°; to 30°; 
less than similar duplicates. 


Which materials will do the best jobs for you? Well, 
if we kept eyes front and mouth shut, we couldn’t very 
well help you decide. 


So, while we’re as dependable as sunrise, we do make 


more noise. Why not call the Rapid plant nearest you 
—and hear the whole story! 


711 FIFTH AVENUE 


DIVISION OF THE 


Rapid Electrotype Co. 
449 Statler Building 
Boston 16, Mass. 
HAncock 6-9665 


Rapid Electrotype Co 
121 West Wacker Dr. 
Chicago, Ill. 
DEarborn 2-2016 


Rapid Electrotype Co. 
McMicken at Race Ave. 
Cincinnati 14, Ohio 
PArkway 1-3577 


ELECTROTYPE CO. 


NEW YORK 22, N. Y. 


RAPID-AMERICAN CORP. 


Northern Electrotype Co. 
41 Burroughs Ave. 
Detroit 2, Michigan 
TRinity 5-6780 
Atlantic Electrotype 
& Stereotype Co. 
228 East 45th St. 
New York 17, N. Y. 
MUrray Hill 7-0900 


Rapid Electrotype Co. Sap Electrotype Co. 
243 North Juniper St. 955 Front St. 
Philadeiphia 7, Penn. San Francisco 17, Calif. 
LOcust 3-5902 DOuglas 2-8427 


MANUFACTURING THE FINEST QUALITY DUPLICATE PRINTING MATERIAL—NEWSPAPER MATS, PROOF MATS, R.O.P. COLOR MATS, THERMO- 
PLASTIC AND THERMO-SETTING PLASTIC PLATES, ELECTROTYPES, STEREOTYPES, BISTA PLATES, FOUR-COLOR RAPID ATLANTICTYPES. 
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adds to its service facilities 


with representation by 


AD J. SAX 


formerly National Sales Manager 
of the, Photogelatin Division of 
Consolidated Film Industries, 
New York City. 


Mr. Saxe will ably supplement our present 
saies staff. He is widely known in the graphic 
ndustry and is often credited with being 


he first to 


to introduce the economy of 


rn 
arts | 


otogelatin printing to commercia 


> Should prove a valuable aid in further 


ustomer.¢s 


service 


HERG) = AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, Inc. 


Ph gelatin Printers 


4840 WEST BELMONT AVE., CHICAGO 41, ILt. 


DISPLAYS e TRANSLITES e 


POSTERS @ AD BLOWUPS e PRESENTATIONS 
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Just Ciltin Us 


A Good Letter Is Hard to Beat 


One of the impressive things about successful direct mail advertising is 
the important role constantly played by letters. 


In this issue we review the winners in the DMAA's annual competition, and 
once again letters stand out as a primary means of getting action and orders 
through direct mail advertising. 


There's nothing mysterious about a good business letter, and yet the great 
demand for information on this subject, as indicated by the success of spe- 
cialists supplying service in better letter writing, shows that many adver- 
tising and business executives recognize the need for improvement in this phase 
of their sales promotion. 


A letter is a me-to-you communication. It should have something to say, 
and say it in an easy, informal, conversational style. It doesn't need to be 


cute, but it should be warm, sincere and easily understood. Come to the 
point, and ask for action. 


Many people who try to compose business letters become stiff and stilted. 


They get long-winded and oratorical. They never use the tone they would 
employ in personal conversation. 


Letters will continue to represent the basic means of communicating with 
customers and prospects. Study and analysis of letters and how to improve 
them will pay big dividends, whether the topic is a letter going to one in- 
dividual or to 1,000,000. 


Gaur 
G. D. Crain Jr. 
Publisher 
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Save a 
pot-full 
of money 
on your 
next 
silk screen 
printing job! 


Come to the Screen Process Printing 
Association Show in the Sherman 
Hotel, Chicago, November 11, 12 
and 13! Sce the latest silk screen 
presses and drying equipment in 
action. Learn how 4-color screen 
process printing is done. Check the 
simple screen process way to get 

ad blowups for P-O-P merchandising. 
Get up-to-date data on Impact 
fluorescent colors and vacuum formed 
plastics,and compare your jobs with 
samples of the finest, most creative 
screen process printed material from 
all over the country! 


Spend an hour or a day. If your job 
is even remotely connected with the 
purchase of graphic arts material, 
this is one show you can’t afford 
to miss hundreds of 
money-saving ideas! 


Be sure to stop at Booths 93 and 94 
for FREE color Cards showing 


the world’s most widely used screen 
process inks—NAZ-DAR, of course! 


COMPANY 


461 Milwaukee Avenue 
Chicago 10, Illinois 


1 - ao * November 1960 


SF vertising 


Requirements 


How to Introduce a New Product with a Flair ............ 
When Dow Chemical faced the task of getting a new prod- 
uct on supermarket shelves, it knew it had to do something 
special. Rosert B. Konrkow 


How One Agency Approaches Advertising and Sales Pro- 
motion 


The sales promotion man for a leading Canadian agency 
outlines his company’s attitudes. Peter H. WHELEN 


How to Design Better Newspaper Ads ................ 


A retail expert, from Macy’s, New York, outlines some of 
the techniques to build appeal into layouts. 


Morris L. ROSENBLUM 


Do You Really Like to Pay Extra Type Charges? .......... 


Here are some practical hints, from a printer, on how to 
cut some fat from your composition bills. 


CuHartes H. CRANDALL 


How to Buy Advertising Photography on a Low Budget ... . 


What you can do when your account needs high quality art, 
but can’t afford to carry the whole load. JOHN TUREAN 


Beauty on Ice ...... a Kee wre ees 


What better product performance proof than a pretty girl, 
comfortable at 10 above in a bathing suit, but how do you 
get photographic evidence? Ricuarp A. DINKEL 


$9 020868020 2 0 6S 


What You Should Know about Package Design Research .. . 


Research is really simple, as far as the things admen should 
know if they are to apply its results. Eo>munp W. J. FaIson 


ee ee ee ee 
The list is one of the key elements of any direct mail cam- 
paign, and this Advertisers Buying Guide series tells you 
how to find the one of greatest benefit to you. Frep BorDEN 


ee ee CN EE 0655. 6d wie wines 000 6% Oe & Se eres 


Top winners of this year’s Direct Mail Advertising Assn. 
competition are outlined in this report from Miami. 


American Home’s Spectacular Inserts . . 


Admen need something to catch their eye, and these inserts 
did it, in spite of complicated production. ALLEN SOMMERS 


Preparing a Job for Flexography .............e5e000% 
This special printing process requires some special thought, 
right from the beginning, as you'll learn from a panel of 
experts. ALEXANDER R. BrapIE 
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A Promotion with Lots of Steam 


Maybe you never thought that a calliope senilil be an in- 
strument of sales promotion, but Mike Compton has used 
one effectively. 


A Money Tree Belongs in a Bank 


Here’s how a Minneapolis bank had lots of fun in celebrat- 
ing its 85th anniversary. 


How to Pick a Premium .. 


A man who buys many premiums, and in large volume, 
explains some of the thinking behind his company’s selec- 
tions. Davin BLAND 


Commercials that Speak in Many Languages ........... 


Cluett Peabody turned to the old-time movies for a soadiek 
for its commercials, to give them universal appeal. 
Maurice BENSOUSSAN 


A Mobile Projected Poster wana eee 


An ingenious real estate man has dunia a colorful na 
impelling new advertising medium. DorotHy CAREY 


What’s Popping in Point-of-Purchase 


A preview of some of the more interesting things to be 
seen at the POPAI show, to guide you if you’re going, to 
fill you in if yow’re unable to attend in person. 
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HANDLE WITH PROFIT! 


Goes new 1960 


HOLIDAY 
LETTERHEADS 


ADD TO YOUR PROFIT! 


Goes Holiday Letterheads gives you . . 
and your customers a choice of over 52 
new and sparkling holiday designs . . 
plus correlated envelopes. Envelopes de- 
signed to match and to express the holi- 
day season. 


ADD TO YOUR PROFIT! 


Goes Holiday Letterheads . . . lithographed 
in “Holiday-mode” glamorous colors. 
Many with added gold ... All are 
“imprint- ready” when delivered to you. 
Available in quantities that will meet 
and match your specific requirements. 


ADD TO YOUR PROFITS! 


Goes Holiday Letterheads are priced to 
bring you maximum discount . . . maxi- 
mum profits . . . to add to your regular 
shop mark up. 


ADD TO YOUR PROFITS! 


Goes Holiday Letterheads are litho- 
graphed by craftsmen .. . in a shop with 
over 80 years of experience. This ex- 
perience is pee on to you in prices 
that reflect the maximum profit available 
to you through the imprint and sale of 
Christmas . . . Holiday Letterheads. 


NOW ...ADD TO YOUR PROFITS... 
NOW! 


Samples are ready. . 


. Mail the coupon 
today. 


Goes 


LITHOGRAPHING CO. 


42 EAST 61st STREET * CHICAGO 21, ILLINOIS 


Yes: We want to show GOES 1960 HOLIDAY LETTERHEADS. 
Please send a FREE sample kit to: 


NAME __ 
COMPANY 
STREET. 

CW... 
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NEW SALES 
BOOSTERS 


ei — are 


YOUR NAME IMPRINTED HERE 
“AE tO 2, 
A ‘am 
‘ez 


MEGAPHONES 


Ideal for promotions, rallies, 
openings, etc., Sturdy die-cut 
megaphone includes handle. 
Delivered flat. Assembles in 
seconds. 91,4-in. Imprinted 
slogans, illustrations and 
space for dealer imprint. Red 
on white sturdy tag stock. 


As low as 314¢c each 


DIE-CUT FOOT PRINTS 


Beat a path to any door! 
Fluorescent footprints in pres- 
sure-sensitive Kleen-Stik are 
self-adhering! Great for side- 
walk-to-entrance path, up or 
down stairs, plant visits. As- 
sorted bright colors imprinted 
with your copy. 


PRODUCTS, INC. 


Main Office and Plant: 
N.W. Cor. A & Clearfield Sts 
Philadelphia 34, Pa. 


New York Office 
1270 Broadway, N.Y. 1, N.Y. 


6 * aq * November 1960 


The Editors 


Puzzling Question .. . 


Why Won’t People 


Furnish Facts? 

One of the things that constantly 
bewilders most editors is the great 
difficulty they run into when they 
are trying to do a service to their 
readers—and to the suppliers to 
those readers—as an editorial proj- 
ect. 

We know that people are busy, 
but that isn’t the real reason why 
nothing gets done. There must be 
others beside pure and simple lazi- 
ness, but it’s hard to put your finger 
on them. 

But perhaps we'd better be spe- 
cific. We have just issued our Sales 
Promotion Almanac for 1961. This 
is a pamphlet (available for $1 a 
copy) which lists every special 
event of the year, every competition 
in advertising, sales promotion and 
public relations, every convention 
in the fields we cover editorially, 
and in which our readers are in- 
terested. We used the word “every” 
deliberately, although obviously no 
listing is ever complete, but we 
have made every effort to make it 
as complete as possible. 

To do this is a lot of work, and 
in order to get it out early enough 
to allow our readers to plan ahead, 
we must get started collecting the 
information quite early. We start, 
as a matter of fact, by sending out 
a series of simple questionnaires 
about the middle of May, asking 
for their return no later than July 
15. 

This gives us time to check the 
answers; to make sure they are 
talking about 1961 and not 1960; to 
reconcile discrepancies; and to edit 
the material. Most of the respond- 
ents, we must admit, returned the 
material on time, but at least one 
arrived with a postmark of Sep- 
tember 12—and this from an asso- 
ciation very close to AR, whose 
members are very anxious to reach 
our readers. 


> Or take our Advertisers Buying 
Guide series. A feature of each of 
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Display typefaces in this issue . . 


these is a list of sources. We build 
these lists in many ways. We go 
through our records to discover all 
the companies which have adver- 
tised in past issues, or about which 
we have written editorial items. We 
check other magazines in the field, 
look at association membership 
rosters, business directories. Some 
of our sources are not recent, and 
every businessman who uses the 
mails knows how quickly lists go 
out of date. 

In order to make sure that our 
list is as complete as possible, we 
try to send a checking letter to each 
company on our preliminary list. 
This is a simple questionnaire which 
asks just two things: Do you belong 
in this list? Is this your correct 
address? 

Remember that this listing is be- 
ing offered without charge, as an 
editorial service. Yet in spite of 
this, we receive no reply from a 
large number of manufacturers. We 
expect to receive none from those 
who are not interested in sales pro- 
motion volume. For example, when 
we sent a letter to as complete a 
list of balloon manufacturers as we 
could compile, for the ABG article 
in our April issue, we knew that 
some companies included made only 
meteorological balloons; others sold 
their products only as toys, and did 
no imprinting. We didn’t want these 
in our list. 

But we received no reply from 
a number of companies whom we 
knew, from personal experience, to 
be active in the sales promotion 
field. If we knew, from other evi- 
dence, that they belonged in the list, 
we kept them on. But otherwise, 
they were dropped, and presumably 
they failed to get some inquiries 
that went to companies which co- 
operated. 


eeenene CUUEEEEEUCOEEEOUCUEECUOUCOEEEOEOOREEEOCEREEOCUCEREOUOOOREREDEEEREOEE EEE ENDS 


35—Dom Casual & Mistral; 41—Karnak Black 


Condensed; 45—Franklin Gothic Extra Condensed; 52—Bodoni Black; 57—Karnak 
Black Condensed; 60——Coronet Bold; 63—-Tempo Black Extended; 71—-Tempo Heavy 
Condensed; 79—Tempo Heavy Condensed; 89—Bernhard Italic; 94—Hellenic Wide; 
99—Dom Casual; 106—Radiant Medium; 107—Karnak Light & Legend; 114—-Fu- 
tura Bold Condensed & Ultra Condensed; 117—-Bodoni Campanile; 122—-Tempo Bold 


& Studio Bold. 





> What makes an editor especially 
impatient is that it is usually these 
companies which fail to cooperate 
that complain most bitterly that 
they have been overlooked. When 
you confront the complainer with 
the fact that he—or his company— 
had been included, but had failed 
to respond, his first response is to 
blame the long-suffering mail serv- 
ice, or even to say, with a bluster: 
“T never read form letters!” 

Sometimes, such a complainer has 
the nerve to say that when we didn’t 
hear from him, we should have re- 
minded him, we should have written 
him another letter, called him long 
distance. This we will do, but only 
when we simply don’t have enough 
material as the result of our first 
mailing. If we can make a good edi- 
torial feature with what has been 
sent in, why should we invest the 
extra time and effort to persuade the 
hold-backs to cooperate? 

Our job would be a lot easier, and 
the editorial product we bring you 
a lot more complete, if people would 
read their mail carefully, would 
realize that deadlines are almost al- 
ways set in earnest, and give us a 
hand in getting things put together 
with no waste effort. 


Note Our Wrap. . We don’t know 
whether you, who are now reading 
this page, were the one who re- 
ceived this copy of AR in the mail, 
or whether it was opened for you in 
the mail room or by a secretary, but 
in case you missed it, we'd like to 
tell you about it. 

This issue was sent out in a bag 
of polyethylene, using a new pack- 
ing device manufactured by Mehl 
Manufacturing Co., 2057 Reading 
Rd., Cincinnati 2. 

The bag starts with a roll of poly- 
ethylene film on which has first 
been printed a white rectangle, over 
which is placed the return address 
and other necessary postal informa- 
tion. The magazines are fed into the 
machine, which wraps a strip of the 
plastic film around each copy, and 
then heat-seals it on all four edges. 
The address strip is applied later. 

Through the courtesy of Mehl’s 
Chicago distributor, Schwarz Paper 
Co., and Wayside Press, Mendota, 
Ill., our printer, we are one of the 
first business magazines to try this 
method for a regular run. It’s still 
an experiment, and we'd like to 
know if you noticed it, what you 
think of it, and in what condition the 
magazine arrived in your hands. Do 
you like it? Is there anything about 
it you dislike? Please let us know. 

If you’re one of our readers in 
Canaqda or overseas, your copy will 
have arrived in the familiar brown 
envelope. It isn’t our fault, but 


This is how composition looks 
when the operator (any office 
typist) first types it on the Re- 
cording Unit of the Friden Justo- 
writer® As she types, she produces 
this visual proof and a punched 
paper tape which contains all the 
letters, spaces and carriage 
movements in the copy--plus a 
special justification code that re- 
cords how many spaces each line 
is over or under the right hand 
margin. Because the machine 
counts these justification spaces 
automatically, the operator is able 
to type this copy at her normal 
rate of speed. 


Copy for this ad was set in 10 point Booktype, 
reduced to size. Many other type faces available. 


After the first typing, everything 
else is automatic. The operator re- 
moves the tape from the Recording 
Unit, places it in the Reproducing 
Unit and presses a button. That’s 
it. The Reproducer types the copy 
on a repro proof or direct-image 
plate at 100 words per minute, 
automatically justified and without 
errors. There is no faster method 
of setting straight matter for re- 
production. And none cheaper by a 
long shot. Users report that the 
Justowriter produces best quality 
work, in less time, at lowest cost. 
Your local Friden Systems Man 
has full information. Or write: 
Friden, Inc., San Leandro, Calif. 


@ 
C) 1960 FRIDEN, INC. 


SALES, SERVICE, INSTRUCTION THROUGHOUT U.S. AND WORLD 
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A COMPLETE PACKAGING SERVICE 
FROM CREATIVE ART 
TO FINISHED PRODUCT 


Jackmeyer 


LEADERS IN THE FIELD! 


Pioneer in Package design and pro- 
duction, Jackmeyer leads the field in 
Heat Seal ¢ Stik-On « Foldover ¢ Skin 
and Slide Blister packaging with un- 
matched technical ‘know-how’, skills 
and facilities. Every Blister Pack is 
custom designed to provide maximum 
protection and ‘on sight’ sales action. 


One Complete Source... From re- 
search, creative art, printing, form- 
ing of Blister to assembling, Jack- 
meyer is your one dependable source 
for all your Blister packaging needs! 
Whatever your problems, Jackmeyer 
can solve them. 

Send today for FREE Blister 

Packaging FACT BOOK—a com- 


° plete and helpful guide to better 
. Blister Packaging. 


Write Dept. AR-11. 


Consult us... No obligation! 


Bronches in Principal Cities 


253 West 26th St., New York 1, N.Y. 
WAtkins 4-0265 
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| postal regulations require that we 
| send these copies out unsealed, and 


the plastic wrappers are, of course, 
sealed on all four sides. Sorry. 


| Economy Ahead... The possibil- 


ities of better printing at lower 
costs, an objective of all printing 
buyers, were brought a little nearer 
by the introduction of a group of 
three machines specially designed 
to engrave pre-curved plates for 
cylinder letterpresses. 

The advantages of rotary letter- 
presses, which have recently been 
coming on the market (see AR, 
November 1959), are many, of which 
speed is the greatest. Long in use 
for newspaper printing, adaptations 
for smaller sheet sizes and narrow- 
er webs have become available. 

The problem has been the pro- 
duction of plates. One direction that 
has seen some development has 
been the use of flexible wrap- 
around plates. Here, the distortion 
arising from the bending of a flat 
plate is minimized by the thinness 
of the material. 

Another approach is the use of 
pre-curved plates, accurately con- 
trolled in thickness and curvature. 
The new machines, introduced by 
the Graphic Arts Equipment Divi- 
sion of Regan Industries Inc., 1720 
Marco Polo Way, Burlingame, Cal., 


| produced a finished plate in ap- 


proximately six minutes. One ma- 
chine coats the pre-curved magne- 
sium sheet with a_ photosensitive 
material; the second exposes it; the 
third etches it with a spray of acid, 
using the powderless method. 

In addition to producing plates of 
uniform quality, the manufacturer 
claims it can be done with com- 
paratively unskilled labor, and 
eliminating almost entirely the 
time-consuming makeready on the 
press. At a price of $37,000 or so for 
the three-piece system, it is only 
for those with enough volume to 
make the investment pay off. But it 
is another, and a welcome, step in 
the drive to hold the line on print- 
ing costs. Advance sales indicate 
that progressive engravers have 
recognized its merits, and it should 
not be too long before some of its 
benefits filter back to the people 
who ultimately have to foot the bills 
for all printing. 


New Trend .. An advertising 
agency in Wethersfield, Conn. — 
The Taylor and Greenough Co. — 
has added facilities for making Dy- 
cril printing plates to its services. 
This, according to the agency, gives 
it the first such shop in Connecticut, 
and the first in any agency. This will 
enable the agency to make press- 


| ready space advertising and printing 


plates from a prepared negative in 
record time, without costly etching 
and handwork. According to T&G’s 
release, the process will permit them 
to get even intricate combination 
plates on the way to the publisher 
in the remarkably short time of 20 
minutes. 

“It is not our intention,’ stated 
agency president William R. Green- 
ough, “to become engravers or elec- 
trotypers, but to offer the economy, 
speed and quality inherent in the 
Dycril process to our clients, to pro- 
duce better space advertising and 
printed promotional material for 
them in less time, at less cost.” 

This is an interesting experiment 
and one which, no doubt, engravers 
will be following with considerable 
interest. The Dycril process is a 
simple one, but there are inherent 
problems, as Walter Flower, of 
Flower Electrotype, New York, told 
a recent meeting sponsored by the 
National Business Publication Com- 
mittee on Production. For one thing, 
you must start with an excellent 
negative, and this demands high 
skill, good conditions and almost 
perfect dust and humidity controls.4 


Coming 


Conventions 


listed here are annual 


unless otherwise described. 


All meetings 
conventions, 


These entries have been added or 
altered since “The AR Sales Pro- 
motion Almanac for 1961.” 


NOVEMBER 


1-3 .. . Canadian National Packaging Ex- 
position, Automotive Bldg., Toronto, Ont. 


1-3 .. . Point-of-Purchase Advertising In- 
stitute. 14th annual symposium and ex- 
hibit. Coliseum, New York 


3... Variety Industry Awards Dinner. 


Pierre, New York 


3-5 ... Public Relations Society of Amer- 
ica, Conrad Hilton, Chicago 


11-13 . . . Screen Process Printing Assn.. 
Sherman, Chicago 


14-16 .. . Broadcasters Promotion 
Sheraton Charles, New Orleans 


4ssn.. 
21-25 ... Industrial Photographic & TJ 
Exhibition, Royal Albert Hall, London 

28-30... Intl. Planning Exposition, Con- 


vention Center, Las Vegas, Nev. 
DECEMBER 


*1-5 .. . Exhibit Designers & Producers 
4ssn.. Ambassador, Los Angeles 


3-6 .. . 1960 Visual Communications Con- 
gress, Sherman, Chicago 
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NORTHWEST PEDIGREED PAPERS 


PRINTING AND 
WRITING PAPERS 


Carlton Bond 
Cariton Duplicator 
Carlton Ledger 
Carlton Mimeograph 
Map Bond 
Mountie Book 
Mountie E. F. Label 
Mountie E. F. Litho Label 
Mountie Eggshell Book 
Mountie Offset: 
Regular 
Antique Wove 
Embossed 
Mountie Text 
Non-Fading Poster 
North Star Offset 
North Star Writing 
Northwest Bond 
Northwest Duplicator 
Northwest Index Bristol 
Northwest Ledger 
Northwest Mimeo Bond 
Northwest Post Card 
Northwest Velopaque Cover: 
Regular 
Embossed 
Northwest Velopaque Text: 
Regular 
Embossed 
Wonderwhite Cover 
Regular 
Embossed 
Wonderwhite Text: 
Regular 
Embossed 
ENVELOPE PAPERS 
Carlton 
Mountie 
Nortex Buff 
Nortex Gray 
Nortex Ivory 
Nortex White 
Northwest 
OTHER CONVERTING PAPERS 
Adding Machine 
Coating Raw Stock 
Drawing 
Gumming 
Lining 
Papeteries 
Register 
Tablet 


orthwest Paper Company 


MILLS AT CLOQUET AND BRAINERD, MINNESOTA 


SALES OFFICES 
Chicago 6, 20 North Wacker Drive ° St. Louis 3, Shell Building 


Minneapolis 2, Foshay Tower ° New York 17, 420 Lexington Avenue 


Lithographed upon Regular MOUNTIE OFFSET 25 « 38 





4-5... National Assn. of Display Indus- 
tries, Trade Show Bldg., New York 


14-16 . . . Graphic Industries Color Con- 
trol Seminar, Institute of Technology, 


Rochester, N. Y. 


JANUARY 


23-27 . . . Canadian Pulp & Paper Assn., 
(2280 Sun Life Bldg., Montreal), Queen 
Elizabeth, Montreal 


*These entries have been added or al- 
tered since “The AR Sales Promotion 
Almanac for 1961.”’ 


*Golden Spike Awards 
Sponsored by Assn. of Railroad Adver- 
tising Managers, 805 Transportation 
Bldg.. Washington 6, D.C. For non-rail- 
road advertising of the past year that 
made the most outstanding contribution 
to a better understanding of the im- 
portance of railroad. Also for advertis- 
ing that promotes rail freight or pas- 
senger traffic. 
Closes Jan. 15 
Public Interest Awards 
Sponsored by The Saturday Review, 25 
W. 45th St., N.Y. 36. Public interest or 
corporate image advertising. Send two 
proofs to William D. Patterson. 
Closes Jan. 15 


Lithographic Awards 
Sponsored by Lithographers & Printers 
Natl. Assn., 597 Fifth Av., N.Y. 17. 
Lithographic quality, design and func- 
tional value in 48 classifications of ma- 
terials. 
Closes Jan. 16 


Music in Advertising 
Sponsored by American Music Confer- 
ence, c/o Philip Lesly Co., 100 W. Mon- 
roe St., Chicago 3. Ads which include 
musical themes to advertise a _ non- 

musical product. 
Cleses Jan. 20 


local Outdoor Awards 

Sponsored by Outdoor Advertising Assn., 
24 W. Erie St., Chicago 10. Local out- 
door advertising. Entries must be sub- 
mitted by members of the Outdoor Ad- 
vertising Assn. of America to Contest 
Chairman, Local Outdoor Advertising 
Contest. 

Closes Jan. 31 


ABP Advertising Awards 
Sponsored by The Associated Business 
Publications, 205 E. 42nd St., N.Y. 17. 
Advertising campaigns that appeared in 
business papers. 
Cleses Jan. 31 


SP Gold Awards 
Sponsored by Natl. Retail Merchants 
Assn., 100 W. 3lst, N.Y. 1. Sales pro- 
motion campaigns on retail store level. 
Closes Jon. 31 


*Atlas Advertising Award 
Sponsored by American Merchant Ma- 
rine Institute Inc.. Bureau of Informa- 
tion, 11 Broadway, New York 4. Open 
to advertising which emphasizes the im- 
portance of the American Merchant 
Marine on an institutional level. Entries 
will be judged on impact, message con- 
tent, distribution and appearance. 
Closes Jan. 31 





Mylar adds new sparkle to sales aids 
... longer life to valuable papers 


Laminate film of ‘‘Mylar’’* gives sales literature dramatic bril- 
liance that invites readership . . . encourages action. Valuable 
papers get lasting protection against dirt, moisture, tampering 
or mutilation. ‘“‘Mylar’’* polyester film won’t yellow or crack 
with age. It can be applied by small, desk-size machine, or by 
hand, using pressure-sensitive sheets. 

Isn’t all this worth the few cents more ‘‘Mylar’”’ costs? Ask 
your dealer today about laminating with “Mylar’’. Du Pont 
Co., Film Department, Wilmington 98, Delaware. 


** Mylar” is Du Pomnt's reg- 

istered trademark for its poly- eee 

ester film. Du Pont manu fac- 7 4! A oe 

tures the base material- — : 

“*Mylar"’ — not finished lami- ener POLYESTER FILM 

nate sheets. BETTER THINGS FOR BETTER LIVING 
e « « THROUGH CHEMISTRY 


November 1960 + a - Il 








% Contact the nearest Consolidated Paper Merchant listed here for complete information or 


free trial sheets to make your own comparison test. His service is outstanding and he carries 


a complete stock of Consolidated Enamel Printing Papers. As a paper expert, you can count on 


ALABAMA 
Birmingham 
Birmingham 
Mobile 
ARIZONA 
Phoenix. . 


Phoenix............ 


Phoenix. . 
Tucson 
Tucson 
ARKANSAS 
Little Rock 
CALIFORNIA 
Fresno 

Long Beach 
Los Angeles 
Los Angeles 
Oakland 
Sacramento 
San Bernardino 
San Diego 
San Diego 
San Francisco 
San Francisco 
San Jose 
Stockton 
COLORADO 
Denver 
Pueblo 
CONNECTICUT 
Bridgeport 
Hartford 

East Hartford 
New Haven 
New Haven 


his sound advice to save you money and trouble on every job. 


.. Graham Paper Co. 
The Whitaker Paper Co. 
The Partin Paper Co. 


Blake, Moffitt & Towne 
Butler Paper Company 
Graham Paper Company 
Blake, Moffitt & Towne 
Graham Paper Company 


Western Newspaper Union 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 
Pacific Coast Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


Butler Paper Company 
Butler Paper Company 


Lott-Merlin, Inc. 

Green & Low Paper Co. 
Henry Lindenmeyr & Sons 
Henry Lindenmeyr & Sons 


Whitney-Anderson Paper Co., Inc. 


DISTRICT OF COLUMBIA 


Washington, D.C. 


FLORIDA 
Jacksonville 
Miami 
Miami 
Orlando 
Tallahassee 
Tampa 
Tampa 
GEORGIA 
Atlanta 
Savannah 
IDAHO 
Boise : 
Idaho Falls 
ILLINOIS 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Decatur 
Moline 
Peoria...... 


R. P. Andrews Paper Co. 


Jacksonville Paper Company 
Everglade Paper Company 
E. C. Palmer & Co., Ltd. 
Central Paper Company 
Capital Paper Company 

E. C. Palmer & Co., Ltd. 
Tampa Paper Company 


The Whitaker Paper Co. 
The Atlantic Paper Company 


Blake, Moffitt & Towne 
American Paper & Supply Co. 


Bradner Smith & Co. 

J. W. Butler Paper Co. 
Marquette — Corp. 

Moser Paper Co 

The Whitaker Paper Co 

The Decatur Paper House, Inc 
Newhouse Paper Company 

J. W. Butler Paper Co. 
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Peoria 


Evansville....... 


Evansville 
Fort Wayne 


Indianapolis.......... 


Indianapolis 
Terre Haute 
1OWA 


Cedar Rapids. ee 


Davenport... 
Des Moines... 
Des Moines. . 
Sioux City 
KANSAS 
Topeka. . 
Wichita. . 
Wichita 
KENTUCKY 
Louisville 
Louisville 
LOUISIANA 


New Orleans....... 
New Orleans...... 


Shreveport 
MAINE 
Augusta 
Portland 
MARYLAND 
Baltimore 
Baltimore. 


MASSACHUSETTS 
Boston......... 


Springfield 
Worcester 
MICHIGAN 
Detroit. . . 
Detroit. . 
Grand Rapids 


Grand Rapids... . 


Lansing. .. 
Owosso ; 
MINNESOTA 
Duluth 


Minneapolis pees, 
Minneapolis.......... 


Minneapolis 
St. Paul 

St. Paul 
MISSISSIPPI 
Jackson... 
MISSOURI 
Kansas City 
Kansas City 


North Kansas City. -. 


St. Louis 
St. Louis 
Springfield 
MONTANA 
Billings. . 
Billings 
NEBRASKA 
Lincoln. 
Omaha 
NEVADA 
Reno 


NEW HAMPSHIRE 


Concord 
NEW JERSEY 
Hillside 
Newark 
Trenton 
NEW MEXICO 


Albuquerque.... 


NEW YORK 
Albany.. 
Buffalo 
Buffalo 
New York 


New York 


Peoria Paper House, Inc. 
Irwin Paper Co. 


seeucdwed Butler Paper Company 


..C. P. Lesh Paper Co. 
Butler Paper Company 

.. Century Paper Company 
C. P. Lesh Paper Co. 


Mid-States Paper Company, Inc. 


..J. W. Butler Paper Co. 
Peterson Paper Co. 

Pratt Paper Company 
Western Newspaper Union 
Western Newspaper Union 


.. Midwestern Paper Co. 
Butler Paper Company 
Graham Paper Co. 


...Graham Paper Company 
Louisville Paper and Mfg. Co. 


......Butler Paper Company 
..Graham Paper Company 


....Western Newspaper Union 


C. M. Rice Paper Company 
C. M. Rice Paper Company 


The Mudge Paper Company 
The Whitaker Paper Co 


Cook-Vivian-Lindenmeyr & Co 
...Whitney-Anderson Paper Co., Inc. 
Butler-Dearden Paper Service, Inc. 


Butler Paper Company 

The Union Paper & Twine Co. 
Central Michigan Paper Co. 
Grand Rapids Paper Company 
Weissinger Paper Co. 
Weissinger Paper Co. 


.....Duluth Paper & Specialties Co. 
pekned . .Butler Paper Company 


Newhouse Paper Company 
The Paper Supply Co., Inc. 

.. Anchor Paper Company 
Newhouse Paper Company 


Graham Paper Company 


Butler Paper Company 
Midwestern Paper Co. 
..Graham Paper Company 
Butler Paper Company 
. Graham Paper Company 
Butler Paper Company 


Western Newspaper Union 
Yellowstone Paper Company 


Western Newspaper Union 
Western Paper Company 


Blake, Moffitt & Towne 
C. M. Rice Paper Company 
Henry Lindenmeyr & Sons 


. Central Paper Company 
Central Paper Company 


Butler Paper Company 


W. H. Smith Paper Corp. 
The Alling & Cory Company 


Franklin-Cowan Paper Company 


The Alling & Cory Company- 
Miller & Wright Paper Co. 
Linde-Lathrop Paper Co., Inc. 


NORTH CAROLINA 


Raleigh......... 


NORTH DAKOTA 


Cincinnati... 


Cleveland. 
Cleveland...... 
Columbus... .. 
ae 
Toledo... 
Youngstown. 
OKLAHOMA 
Oklahoma City 


— Ms occa 


POPUING... 6. s005. 


PENNSYLVANIA 


Cincinnati......... 


Caskie Paper Co., Inc. 


.....Epes-Fitzgerald Paper Co. 


The Raleigh Paper Co. 
Western Newspaper Union 


The Central Ohio Paper Co. 
The Union Paper & Twine Co. 


... The Diem & Wing Paper Co. 


.... The Whitaker Paper Co. 
The Central Ohio Paper Co. 


.The Union Paper & Twine Co. 
.... The Central Ohio Paper Co. 


The Central Ohio Paper Co. 


Paper Merchants, Incorporated 


The Whitaker Paper Co. 


Graham Paper Company 
Western Newspaper Union 
Beene Paper Company 


.......Blake, Moffitt & Towne 


Bethlehem. ..... .Wilcox-Walter-Furlong Paper Co. 


Erie 
Harrisburg....... 
Philadelphia... .. 
Philadelphia. ... 
Philadelphia. 
Pittsburgh 
Pittsburgh. . 
Scranton... 
York. 

Vork....... 
RHODE ISLAND 
Providence 
Providence 


SOUTH CAROLINA 


Columbia 

SOUTH DAKOTA 
Sioux Falls 

Sioux Falls 
TENNESSEE 


Chattanooga.......... 


Knoxville. . . 


Nashville 
TEXAS 
Abilene.......... 


RE 


Dallas 

Dallas... 
Ps vipacnnsers 
Fort Worth... 
Houston 


NN oo sieicaeie 


Houston..... 
Lubbock... ... 
San Antonio 
UTAH 
Ogden... 

Salt Lake City.. 
Salt Lake City 
VIRGINIA 
Lynchburg 
Norfolk 
Richmond 
Richmond. . 
WASHINGTON 
Seattle. 


Spokane..... 
Tacoma...... 
Tacoma 

WEST VIRGINIA 
Charleston 
WISCONSIN 
Milwaukee 
Milwaukee 


ES pciis ocpceny 


Daka Paper Company 
. The Alling & Cory Company 


........ Quaker City Paper Co. 


..J. L. N. Smythe Co. 


Wilcox-Walter-Furlong Paper Co. 


General Paper Corp. 

The Whitaker Paper Co. 
Megargee Brothers, Inc. 

.. The Mudge Paper Company 
Quaker City Paper Co. 


Cook-Vivian-Lindenmeyr & Co. 


Providence Paper Lo. 
Epes-Fitzgerald Paper Co. 


Sioux Falls Paper Co. 
.. .Western Newspaper Union 


..Graham Paper Company 
Graham Paper Company 
Graham Paper Company 

Western Newspaper Union 
Graham Paper Company 


. Southwestern Paper Company 
......Graham Paper Company 


. Graham Paper Company 
Southwestern Paper Company 
Graham Paper Company 


‘Southwestern Paper Company 


Graham Paper Company 
E. C. Palmer 


‘Southwestern Paper Company 


Graham Paper Company 
Graham Paper Company 


American Paper & Supply Co. 
American Paper & Supply Co. 
Western Newspaper Union 


Caskie Paper Company, Inc. 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co. 


B. W. Wilson Paper Company, Inc. 


Blake, Moffitt & Towne 
West Coast Paper Company 
Blake, Moffitt & Towne 
Allied Paper Company 
Blake, Moffitt & Towne 


Copco Papers, Inc. 


Oshkosh Paper Company 
Standard Paper Company 


..... Oshkosh Paper Company 


New York 
New York 
New York 
New York 


Henry Lindenmeyr & Sons 
Majestic Paper Corporation 
Marquardt & Company, Inc. 
he Whitaker Paper Co 
Rochester The Alling & Cory Company 
Syracuse The Alling & Cory Company 
Utica... The Alling & Cory Company 


Export Agents . Moller & Rothe, Inc. . New York, U.S.A. 


CONSOLIDATED WATER POWER & PAPER CO. 
National Sales Offices: 
135 South La Salle Street + Chicago 3, Illinois 





a 


In the dough? If you aren't, here’s a tasty idea that could get you a big raise 
from the boss. Give him these facts. As the world’s largest enamel printing paper 
specialist, Consolidated offers finest quality for less. When he specifies Consolidated 
Enamels for broadsides, catalogs and other printed pieces, he’ll save money without 
sacrificing quality. Get free test sheets. Have your printer test them on your next 
printing order, comparing quality, perform- 


. . @ 
ance, costs! Then get out your rolling pin. oreaokedeteck 


Available only through your Consolidated Paper Merchant 
WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


Consolidated Water Power & Paper Co. + Natl. Sales Offices, 135 S. La Salle St., Chicago 





Printing Awards 

Sponsored by Finch, Pruyn and Co., 

Glen Falls, N.Y. Open to printers for 

creative printing done on Finch or 

Cooper's Cave Offset paper. Entry blanks 

available from paper merchant repre- 

sentatives. Opens October 1, 1960. 
Closes Jan. 31 


Should You Have 
Your Own 





Printing Plant? FEBRUARY, 1961 


Feb. 1-April 30 
Nature’s Snack Time . . . sponsored by 
American Dairy Assn., 20 N. Wacker 
A su : . Dr., Chicago 
rvey of nearly 100 sales promotion managers brings Sr 
out the reasons why some of them are finding their own Lenten Cheese Time . . . sponsored by 


American Dairy Assn., 20 N. Wacker 


— - Dr., Chicago . 
printing plants useful, and why others are just as firmly Good Breakfast Months . . . sponsored 
: : 3 ‘ a by American Bakers Assn., 20 N. Wacker 
against it. Measure your own needs against their experience. Se 
eb. ° 


Catholic Press Month . . . sponsored by 
WES MAPS " Catholic Press Assn., 6 E. 39th St., N. Y. 
° > 16 


As i American History Month . . . sponsored 

ens Pajama Party by Natl. Society Daughters of The Amer- 

How m apsare nA ican Revolution, 1776 D St., NW, Wash- 

| ington 

used for sales * ‘hs How Englander American Heart Month . . . sponsored 

" y= ‘ by American Heart Assn. Inc., 44 E. 
promotion and qk turned an ad in- 23rd St..N.Y.10 

=} Kd National Sickroom Needs Month .. . 

whe re to get gt toa promotion sponsored by Natl. Assn. Retail Drug- 

gists, Lehn & Fink Products Corp; c/o 

them. Arthur Schmidt & Associates, 342 Madi- 

son Av., N. Y. 17 
Feb. 1 


National Freedom Dav . . . (Presidential 
Proclamation ). 


Feb. 5-11 
National Children’s Dental Health Week 


on sponsored by American Dental 
Assn 
National Electrigal Week . . . sponsored 
by Natl. Electrical Week Committee, 
290 Madison Av., N. Y. 17 
National Advertising Week . . . spon- 
sored by Advertising Federation of 
America, 655 Madison Av., N.Y. 21: 
Advertising Assn. of the West, Ferry 
Bldg., San Francisco 11 

Feb. 7-13 


Boy Scout Week . . . sponsored by Natl. 
Council Boy Scouts of America, New 


Brunswick, N. J. 
Feb. 12 


e 3 * ’ {braham Lincoln’s Birthday 

] his Is MeCormick Place: Race Relations Sunday . . . sponsored 

. by Dept. Racial and Cultural Relations. 

Natl. Council of Churches, 475 River 

° eh ye af J 97 

On November 19, the nation’s first building im co hae 

Feb. 12-1 

designed specially for exhibits, Chicago’s lake- National Crime Prevention Week . . . 
” sponsored by the Natl. Exchange Club, 

front exposition hall, throws its doors open. | 3050 Central Av., Toledo 6, Ohio 

National Beauty Salon Week . . . spon- 
° one ° a ~N rs l Rt 
Here is what the exhibitor will find and how he | =o lls Meets Denes 7 


Hairdressers & Cosmetologists Assn., 205 
should plan to use the hall’s plusses. | N. LaSalle St., ani , 
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ROBBING YOUR 
PRINTING OF 


NATURAL COLOR? 





Make the Most of 


“Natural” Color Printing 


COATED BOOK and 


A new concept in Printing Papers and Inks 
for stimulating reading and pictorial interest by:— 


e Utilizing the restful, psychological effects of soft colors in papers and inks 


@ Reducing the contrast ratio of ink to paper by approximately 8 to 1 (as compared to a 17 to 1 ratio of black on white) 


@ Making printing easier to read . . . more attractive and restful to the eye 


@ Helping to better vision with improved reading legibility 


Evolutionary ... Exciting . . . Demanding! Apco 
Impact Coated Book creates a new look and new 
interest readership for printed advertising, books, 
publications and other communications. How? Simply 
because the Apco Impact formula scientifically 
matches color combinations of softly tinted papers 
with color co-ordinated inks to provide easier, more 
restful reading by reducing contrast and glare to but 
a fraction as fatiguing to the eyes as conventional 
black on white. Neither black ink nor white paper is 
used in the Impact formula because this combina- 
tion produces a harsh contrast ratio of 17 to 1, 
whereas Apco Impact papers and color co-ordi- 
nated inks reduce this to the most desirable light 
reflectance ratio of approx. 8 to 1. 


As you can see, Apco Impact Coated Book also 
enhances the beauty of full color illustrations. These 
papers, in soft tints of Jonquil, Suntex, Coral, Azure 
Blue and Mint Green fall within the color ranges of 
daylight and nature’s many hues. Consequently, by 


using the Impact formula for process printing which 
calls for yellow, red and blue as usual — but which 
substitutes for black, the Impact ink which is color 
co-ordinated to the Impact tinted paper—a new 
depth, warmth and “naturalness” is achieved in the 
final reproduction. 


Standard 4-color process printing which incorporates 
black ink and white paper creates a washed-out “high 
noon” background to the scene which does not present 
things as we actually see them because in nature there 
is no white background nor white periphery. Black 
ink actually “robs” your color printing of naturalness 
because it dirties other colors and “pulls” the eye 
due to its high absorption of light. 


If you have not yet explored the unlimited possibili- 
ties for improving much of your commercial and pub- 
lication printing with Apco Impact Coated Book 
(and Cover) we suggest you contact your nearest 
Apco Impact merchant for the complete story — Or, 
write direct to us on your company letterhead, please. 


THE APPLETON COATED PAPER COMPANY 
APPLETON - WISCONSIN 





i The mark of Restful Reading 


IMPACT 


COLOR CO-ORDINATED 


To meet the exacting requirements of the Impact formula, 
GPI is now producing color co-ordinated inks, especially 
formulated to perfect the beautiful Impact “marriage” of 
ink to paper for either one-color or four color process 
printing on Apco Impact Coated Book and Cover stock. 


GPI color co-ordinated Impact inks have all the impor- 
tant properties necessary to make the printing marriage suc- 
cessful. The four different pigments of Brown, Blue, Maroon 
and Green match the exacting color standards created for 
the Impact formula by Faber Birren — nationally known 
consultant and color authority. 


GPI inks are softly dull and rich in appearance with the 
consistency of color and texture so important for achieving 
uniformity of flow and color from one side of the sheet to 
the other — and from one run to the other... GPI Impact 
inks are formulated to meet the correct reflectance value 
requirements consistent with the Impact formula patents. 
This is your assurance that your printed job will have the 
easy reading qualities so aptly exemplified in the Apco 
Impact slogan... The Paper with the “Built-in Sunglasses.” 


To achieve the true Impact readership formula, GPI inks 
are color co-ordinated to be used with Apco Impact Coated 
Book and Cover Papers in these combinations only: - 
Impact BROWN ink on Jonquil and Suntex papers, Impact 
BLUE on Azure Blue, Impact MAROON on Coral, and 
Impact GREEN on Mint Green. 


THE “IMPACT” PRODUCTION STORY... 


This french-fold insert on Apco IMPACT 
Coated Book — SUNTEX-25x38-80 — is offset 
printed in Three GPI standard OFFSET 
PROCESS colors: — Yellow R60-3382-D, 
Red R60-3383-D, and Blue R60-3384-D. 

GPI IMPACT BROWN R60-3232-D which 
is color co-ordinated to the SUNTEX tint 
of the Apco IMPACT paper is used instead 
of black as the fourth color in the process 
printing under the IMPACT formula. 

A fifth color—Offset Process Black R60-2517 
is used in place of IMPACT Brown in the 
smaller process illustration on the front 
cover for comparison purposes only — as 


well as in one word of the cover caption. 


GENERAL PRINTING INK 


DIVISION 


Sun Chemical Corporation 


Branches in all principal cities 


750 Third Avenue, New York 17, N. Y. 





DEPENDS 


NUAL REPORT 


f ) 
=< 


ee 
4 
p now! 
new! 


UNIFORM AND SERVICE SHOE 
RUGGEONESS PLUS THE FAMOUS 
COMFORT FEATURES OF 


MASSAGIC 


int dees Mend ng metre tome Shem Penge. 


Leading Advertisers and Printers Acclaim This Revolutionary 
_ New Formula with Printed Results! 


IMPACT color 
M PACT COATED BOOK 


co-ordinated 
af | printing inks 
Apco Impact Coated Book and Cover are distributed by: 


Albany Hudson Valley Paper Company Minneapolis Wilcox-Mosher-Leffholm Company 


Atlanta Sloan Paper Company Nashville Bond Sanders Paper Company 


GPI Color Co-ordinated Impact inks 
Baltimore White-Rose Paper Co., Inc Newark Central Paper Company 
Birmingham Graham Paper Company New Haven 


Rourke-Eno Paper Company for Letterpress, Offset and Gravure 
Boston Carter Rice Storrs & Bement, Inc New Orleans Graham Paper Company 4s . 
Boston Century Paper Company New Orleans E. C. Palmer & Company printing come packaged ready-for-use. 
Buffalo Alling & Cory Company New York Forest Paper Company | ~ . » . 
Buffalo freniiia Cowen Poser Comeeny ew Yor ‘caren Sindommeer & tone ALL Impact colors of Brown, Blue, 


Charlotte Charlotte Paper Company New York Schlosser Paper Corporation Maroon and Green are readily avail- 
Carpenter Paper Company 


Chicago _..Bermingham & Prosser Company Oklahoma City ° " 
Chicago Carpenter Paper Company Omaha Western Newspaper Union able for prompt delivery from all GPI 
Chicago James White Paper Company Orlando Central Paper Company 


Cincinnati Johnston Paper Company Oshkosh Oshkosh Paper Company | branches as listed — 
Cleveland Central Ohio Paper Company Philadelphia Garrett-Buchanan Company 

Columbus Central Ohio Paper Company Philadelphia Raymond & McNutt Company Atlanta Norwood, Mass. 
Dallas Carpenter Paper Company Pittsburgh Alling & Cory Company 
Dallas Olmsted-Kirk Paper Company Pittsburgh 


Chatfield & Woods Company Chicago Philadelphia 
Denver Carpenter Paper Company Portland Carpenter Paper Company 
Des Moines Carpenter Paper Company Portland 


Zellerbach Paper Company Cincinnati Pittsburgh 
Detroit Seaman-Patrick Paper Company Providenc Carter Rice Storrs & Bement, Inc 


Fort Wayne Millcraft Paper Company Providen Narrangansett Paper Company Cleveland Portland, Ore. 
Fort Worth Carpenter Paper Company Raleigh Raleigh Paper Company | : 
Fort Worth Olmsted-Kirk Paper Company Richmond B. W. Wilson Paper Company | Fort Worth Richmond, Va. 
Grand Rapids Carpenter Paper Company San Antonio Carpenter Paper Company | Hartford, Conn. Rochester, N. Y. 
Hartford Rourke-Eno Paper Company San Francisco Carpenter Paper Company : 7 
Houston Carpenter Paper Company San Francisco Zellerbach Paper Company Kansas City, Mo. St. Louis 
Houston Olmsted-Kirk Paper Company Salt Lake City Carpenter Paper Company 

Salt Lake City Western Newspaper Union 
Indianapolis Indiana Paper Company 


eee Sean Paaet Geseae Los Angeles St. Paul, Minn. 
Jackson Graham Paper Company Seattle Carpenter Paper Company 


Jacksonville Jacksonville Paper Company Spokane Zellerbach. Paper Company | Milwaukee San Francisco 
Kalamazoo Bermingham & Prosser Company Springfield Carter Rice Storrs & Bement, Inc. | Monroe, La. San Leandro, Cal. 
Kansas City Berminghom & Prosser Company Ser nef eld noe Eno Peper company , 5 ; ‘h 
Kansas City arpenter Paper Company ours yanam Faper Lompany . 
Knoxville Graham Paper Company St. Louis Shaughnessy-Kniep-Hawe Paper Co New York eattle, Was 
Lincoln Western Newspaper Union Tallahassee Capital Paper Company FOREIGN 

Los Angeles Carpenter Paper Company bes ‘ Tampa Paper ree | 

Los Angeles Zellerbach Paper Company oledo entral Ohio Paper Company | 

Louisville Rowland Paper Company Trenton Central Paper Company London, Ont. Toronto 
Memphis Graham Paper Company Tulsa Beene Paper Company 
Miami Evergiade Paper Company Washington R. P. Andrews Paper Company | P 
Milwaukee Bouer Paper Company Wichita Graham Paper Company Quebec Mexico City 
Milwaukee Oshkosh Paper Company Wichita 


Western Newspaper Union 
Minneapolis Carpenter Paper Company Worcester Carter Rice Storrs & Bement, Inc 


Montreal Winnipeg 


Caracas, Venezuela 





APPLETON COATED PAPER CoO. GENERAL PRINTING INK 
APPLETON - WISCONSIN 


Sun Chemical Corporation OY 





Feb. 12-19 
Negro History Week . . . sponsored by 
Assn. for the Study of Negro Life & 
History Inc., 1538 9th St., NW, Wash- 
ington 1 


Feb. 12-22 
National Pimiento Week . . . sponsored 
by Associated Pimiento Canners, c/o 
Liller, Neal, Battle & Lindsay Inc., 1371 
Peachtree, NE, Atlanta 9, Ga. 


Feb. 14 
St. Valentine’s Day . . . sponsored by 
Official Valentine's Day Council Inc., 
124 E. 40th St., N. Y. 


Feb. 15 
Ash Wednesday 


Lent). 


(Beginning of 


Feb. 15-22 
National Cherry Week . . . sponsored 
by Natl. Red Cherry Institute, 747 
Deerfield Rd., Deerfield, Ill. 


Feb. 15-28 
Nationally Advertised Brands Promotion 
. . . sponsored by Chain Store Age, 2 


Park Av., N. Y. 16 . 


Feb. 15-April 2 
Pickle Ways for Meatless Days . . . spon- 
sored by Natl. Pickle Packers Assn., 
202 S. Marion St., Oak Park, Il. 


Feb. 17 
World Day of Prayer . . . sponsored by 
United Church Women, 475 Riverside 


De. BF. 27 


Feb. 18-25 
Future Farmers of America Week .. . 
sponsored by Agricultural Education 
Branch, Office of Education, Dept. of 
Health, Education and Welfare, Wash- 
ington 25 


Feb. 19-25 
National Engineers Week . . . spon- 
sored by Natl. Society Professional Engi- 
neers, 2029 K St., NW, Washington 6 


Feb. 19-26 

Brotherhood Week . . . sponsored by 

Natl. Conference Christians & Jews Inc., 

43 W. 57th St., N. Y. 19 

NASCAR Safety & Performance Trials 
. sponsored by Natl. Assn. Stock Car 

Auto Racing, P.O. Bink, Daytona Beach, 

Fla. 


Feb. 20-26 


Sertoma’s Freedom Week . . . sponsored 
by Sertoma Intl., 3200 Broadway, Kan- 
sas City 11, Mo. 


Feb. 22 
George Washington's Birthday 


Feb. 26-March 4 
Pencil Week . . . sponsored by Lead Pen- 
cil Mfrs. Assn.; c/o Banner & Greif, 
369 Lexington Av., New York 17. 


Feb. 27-March 5 
National Retail Bakers Week . . . spon- 
sored by Associated Retail Bakers of 
America, 735 W. Sheridan Rd., Chi- 
cago 13 


Feb. 28 


Bachelor's Day . . . sponsored by Han- 
sell-Zook Inc., 925 Land Title Bldg., 
Philadelphia 10 


DO YOU BUY 
POSTERS? 


Fredrick Photogelatine Press has 
‘“‘the word’”’ for you—-COMPARE 


In quantities of 100 to 5000 sheets, posters turned 
out by Fredrick Photogelatine Press give perfect 
quality in screenless, continuous-tone. Another ad- 
vantage is true color separation, with four negatives 
on every color job. Black and white, too, comes out 
clear and sharp. Many different paper stocks to 
choose from including coated, with sheet sizes up 
to 44x64. Send for more information today on our 


versatile photogelatine operation. 
SATISFIED 


CUSTOMERS 
TELL THE TALE 


TILT Lf 


FREDRICK PHOTOGELATINE PRESS 


438 West 37th Street, N.Y. * Phone: OX 5-7272 
oh OF 
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ECONOMY - CONTINUOUS-TONE <= <~ FINE DETAIL 


NORTHEAST 


VERSATILITY 


AGAIN IN 1960... 


building more and greater 


outdoor signs for America’s 
leading marketers gas 
oF 


SUCCESS 
pleasti-lime inc. 


Knoxviile Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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Personalize your sales literature — 
catalogs, price lists, presentations— 
with attractively printed front cover 
designs. Accopress® binders will be 
printed to order—artistically, inex- 
pensively, in colors and/or embossed. 
Presentation covers also available 
with die-cut panel and acetate 
window. 


New instant binder for sales presen- 
tations, photos, catalog sheets, work 
sheets. Grips at a touch of the finger! 
No marring. Of firm genuine press- 
board, Accogrip* stands up in use, 
stays bright and new-looking for 
years. Red, black, grey, green or 
blue. Letter, legal or special sizes. 


@Registered Trade Mark 
*TM pending 


For more ideas on up-to-date filing 
and presentation aids, ask for Acco’s 
new booklet “Ideas That Save Time 


and Space” —/free at better office out- 
fitters, or write 


ACCO PRODUCTS 


A Division oF NaTsER CorRPORATION 
Ogdensburg, N. Y. 


‘n Canada: Acco Canadian Co., Ltd., Toronto 
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I SOLVED IT 


Starting next month, this feature will be retitled “How Would You Solve 
It?” It will give readers a chance to help other readers. Here’s your first op- 


portunity: 


How much should an advertiser spend on promotion, 


in relation to his business volume? 


Send your answers, in 200 words or less, to the Editor, ApverTISING RE- 
QUIREMENTS, 200 E. Illinois St., Chicago 11, Ill. $25 will be distributed, at the 
discretion of the editors, among the letters published. Another $25 will be 


paid for problems used. Send yours in. 


Solution to Shedding 
Cement Brush Offered 


Nothing is more provoking when 
rubber cementing than to have a 
brush that sheds hair. A solution to 
the problem is to first cut a piece of 
stiff board like heavy bristol or 14 
point cardboard, giving it a good 
sharp edge. Dip the end into the 
rubber cement, drain and apply 
squeegee fashion to the paper or 
other stock to be cemented. For 
broad surfaces, use a broad piece a 
little larger than the surface to be 
cemented. The amount of pressure 
given will determine the amount of 
cement deposited. 

If you have a rubber cement prob- 
lem like attaching multiple pieces, 
say, a photo on a poster, your silk 
screen source can make you a sten- 
cil the size of the photo. Use No. 6 or 
No. 8 silk if available and squeegee 
the area to be covered. 

ArtTHUR W. SMITH JR. 

Art Dept., Ingersoll-Rand Co., 

Phillipsburg, N.J. 


Display Repairs Are Easy 
With Do-It-Yourself Kit 


Like most companies, we use a 
display company to handle our 
shows and exhibits. Nevertheless, 
when one of us turns up to look the 
booth over, we often find some last- 
minute adjustments are needed. But 
usually these involve tools we’ve 
forgotten to bring, or special items 
like tape, thumb tacks, etc. 

Here’s what we did: A cheap 
fiberboard suitcase was fitted up as 
a “doctor’s kit” containing every- 
thing required for do-it-yourself 
adjustments to an exhibit. A ply- 
wood panel with elastic strips on it 
holds things in place, and there’s an 
inventory list inside the lid. 

This “show case” is kept ready 
to be tossed into a car, and a strict 


ruling prohibits “borrowing” from 
it. Here’s an inventory of what our 
kit contains: 
Hammer 
Screwdriver, 
large and 
small 
Pliers, two 
styles 
Knife 
Scissors 
Adjustable 
wrench string 
Paper, pencil Scotch tape 
Black and red Two-sided tape 
grease pen- Thumb tacks 
cils (glass head 
and ordinary) 


Assorted small 
screws, 
bolts, nuts, 
small nails 

Abrasive cleaner 

Dust cloths 

Flashlight 

Electrical cords 

Wire, rope, 


Contents could be adjusted to suit 
special requirements. If your dis- 
plays use standard colors, for ex- 
ample, you could even _ include 
touch-up paint. 

Ertc ADAMS 

Sales Promotion Manager, Honey- 

well Controls Ltd., Toronto 


Fish Help Store Build 
Sales of Sporting Gear 


The owner of a store selling fish 
tackle has an original method of 
adding to sales. 

He uses 300 fish he tagged with 
metal tickets before placing them 
in the nearby streams. Because dry 
hands remove the protective film 
on the fish and leave them easy 
prey to disease, he wets his hands 
thoroughly before touching them. 

By advertising that anyone catch- 
ing a “lucky” fish will receive what- 
ever article bears the same number 
as that on the metal ticket of his 
catch, the store keeper gets new 
customers who almost always buy 
something when cashing in on the 
ticket. Word of mouth advertising 
is also bringing “friends of friends” 
—and business is booming. 

E. N. MarsHALL 

Hamden, Conn. 
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HAMBURGERS ® 
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a Pp Pp eal... custom -fit the Close-up of typical Hanover vacuum formed 
acrylic plastic sign face, showing high relief 
location ... Save cost... embossed lettering on a fluted background. 
Background may be fluted as shown, dia- 
Day and night, Hanover signs sell for you. . . WORE PONOMN, OF SENET Ser CREHERE Oa 


bossed to special order). 

pleasingly. Dominate with size, with light and 
color. Carry your approved custom design high- 
relief embossed in vacuum formed acrylic plas- 
tic. Colors are inside-applied, and bonded to 
stay brilliant. Yet, colors or copy can differ on 
each sign . . . dimensions can vary to fit each 
location. Hanover’s unique and exclusive pro- 
duction methods avoid special-mold costs and 
permit production-line economy. Hanover ships 
your signs complete with ballasts, lamps, and 
mounting fixtures .. . ready to hang. UL ap- 
proved and union labeled. Write or call L. W. 
Hanover, Hanover Neon Electric Corp., 1825 
Joyce Ave., Columbus 19, Ohio. 











signs & 
comments 


NEW SIGN IDEAS FROM 
MULHOLLAND-HARPER 





NEW PLASTIC 
SIGN CATALOG! 


Learn how illuminated plastic 
signs with high-output lighting 
stand ovt more than others. See 
what you can expect in the way 
of design freedom, trade mark 
reproduction and colorful sales 
messages when you plan a Mul- 
holland-Harper plastic sign pro- 
gram. Discover the ‘“hidden”’ 
values of plastic sign construc- 
tion. Send today for the new M- 
H four-color catalog. OUTDOOR 
AND INDOOR ILLUMINATED PLAS- 
TIC SIGNS. 





By making use ef Mulholiand- 
Harper signs in standard sizes 
and shapes, advertisers with 
even modest needs or budgets 
can have the benefits offered 
by quality illuminated plastic 
signs. The panels are custom- 
designed just for you — even 
to formed symbols or copy. The 
savings result from standardiza- 
tion in structural members, tool- 
ing, etc. Write today for com- 
plete details. 


: \ 
ar : (nan ae 


MULHOLLAND- 
HARPER CO. 


5820 Tacony Street 
Philadelphia 24, Pa. 
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READERS 


Another Opinion 


@ The statement of policy of the 
West Virginia Pulp & Paper Com- 
pany that appeared in the current 
issue of ADVERTISING REQUIREMENTS 
(see AR, Sept., p. 16) was quite in- 
teresting. 

Here in the Linton Div. of Crock- 
er, Burbank Papers Inc., we be- 
lieve in the paper merchant distri- 
bution system, and we feel that we 
get more efficient distribution 
through them than we could by any 
other means. 

Our merchants give us the serv- 
ices of over 2,000 qualified fine pa- 
per salesmen. They sell and pro- 
mote our various grades to print- 
ers, agencies and consumer ac- 
counts. Most of our merchants 
maintain adequate stocks of our 
grades in all major trading areas 
so immediate service can be given 
on rush orders. 

We have men on our merchant 
team who are well qualified to han- 
dle special problems, thereby elim- 
inating the necessity of having large 
numbers of “mill men” traveling 
around the country. 

We find the merchant business is 
a good balance-wheel and tends to 
level out ups and downs in our 
business. 

We like to do business with pa- 
per merchants, and are proud of 
our association with them. 

Rocer Ciapp 

Vice President, Crocker, Burbank 

Papers Inc., Linton Brothers & 

Co. Div., Fitchburg, Mass. 


100 Stuffed Monkeys 


®@ We in Hollywood are—as you can 
imagine—not exactly strangers to 
the odd, the off-beat, and the way- 
out in any field. We even take a 
sort of sneaking pride—some of us 
not so sneaking—in that sort of 
thing. There are even those who 
buy space in Variety and print 
mailing pieces to tell the rest of the 
natives about it. 

So of course when I read Arthur 
Durgin’s letter under Information 
Wanted (see AR, July, p. 23), it 
created barely a ripple. But what 
it did create—and that mightily— 
was a phenomenal curiosity as to 


just what in the world he plans to 
do with 100 stuffed monkeys three 
feet tall. 

Since he is billed as Director of 
Advertising for Food Specialties 
Inc., the first thought was that he 
had something startling in the way 
of a promotion for peanuts or ba- 
nanas. The rest of my cohorts felt 
that was far too prosaic a conclu- 
sion. 

Here are some of their specula- 
tions. He plans to: 


@ Line his drive with them, like 
poplar trees. 


® Give them as Executive Christ- 
mas Gifts. 


® Unload them, by way of revenge, 
on his mother-in-law. 


® Scare the bejeebers out of 100 
secretaries. 


© Staff an advertising agency. 


Please—can he, or you, enlighten? 
I'm even more curious—DID HE 
FIND THEM? 


Rosert H. Stock 

Sherman Oaks, Cal. 

P.S. I think the magazine is just 
great. 

(Seems that 100 monkeys should 

show up somewhere, doesn’t it? A 

word of caution to seekers inspect- 

ing desks, however. These stuffed 

monkeys are only three feet tall 


oe ed 


Another Solution 


e In your July issue (see p. 20), 
Bernice B. Downs, the Arco Co., 
Cleveland, responded to R. E. Kess- 
ler, Diamond Chain Co., Indianap- 
olis, regarding economical, small 
quantity ad reprints. 

Although additional quantities of 
engraver’s proofs may be a less ex- 
pensive solution than a company 
print shop, we feel that there are 
two more economical sources for ad 
reprints, since many _ engraver’s 
proof presses are hand-operated. 

Many typographers and foundries 
maintain both vertical and flat-bed 
presses for this purpose. These pow- 
ered presses are faster and more 
economical than the engravers’ 





A legend comes to life on latex coated paper 


The “Rock” was a craggy, strong-featured man. Undersized for football, but a giant in spirit, he had a 
unique ability to communicate. He made the coach’s locker-room exhortation a new form of strategic 
art. Grown men would emerge from between-halves sessions shaken, but fired with will-to-win that 


swept Notre Dame to seven perfect seasons. As a fleet end, young Knute perfected the long-distance 
forward pass. It transformed the game from close-in power play to today’s open 


game with emphasis on performance and versatility . . . the kind you expect 
from Dow Latex 630 coated paper. Turn the page for reasons why .. . 





LATEX 


lesa) 


COATED 


Performance counts... 


in sports and in printing 


Knute Rockne’s record reads 151 victories, 17 defeats, 8 ties— 

and seven perfect seasons. This kind of consistent performance 
superiority can be yours, too, when printing requirements 

demand the finest results. Dow Latex coated paper delivers sharp detail 
and faithful reproduction of a wide range of bright colors and 

subdued tones; as witness the painting of Knute Rockne, and the 
photograph, on the front of this insert. 


Dow Latex for paper coatings provides closely controlled ink 
receptivity and good resistance to water. Blended with other coating 
materials, Dow Latex delivers excellent dimensional stability, 


fracture-free folding, and surface smoothness. 


Dow Latex 630 coated papers are available for both letterpress 

and offset, in a wide selection of both dull and gloss papers. Ask your 
paper supplier about them, or write THE DOW CHEMICAL COMPANY, 
Midland, Michigan, Coatings Sales Department 1936. 


<> 


This four color 150 line screen reproduction 
is printed on 100 lb. Offset Enamel. 


THE DOW CHEMICAL COMPANY MIDLAND, MICHIGAN 





presses. On top of that they will 

furnish the reprints cut to any size 

specified, thus saving time in our 
own shop. 

G. J. SULLIVAN 

Production Manager, Harry C. 

Phibbs Advertising Co., Chicago 


Call For Help 


e I'd like to compliment you on the 
excellent job your magazine does in 
providing helpful information to 
people like myself. Because your 
magazine seems to reach a wide 
variety of advertising and sales pro- 
motion people, I would appreciate 
your publishing this letter in your 
“Readers Write” section. My com- 
pany is interested in producing a 
policy folder (covering pricing, dis- 
tribution, etc.) for our dealer organ- 
ization and Id like to know what 
other manufacturers have done in 
this area. 

Any information you or your 
readers might have will be greatly 
appreciated. 

JoHN R. Murpuy 

Advertising & Sales Promotion 

Assistant, Malsbary Mfg. Co., 

845 92nd Av., Oakland 3, Cal. 


(We’re hoping some of our read- 
ers are able and willing to share ex- 
periences with Mr. Murphy .. . Ed.) 


Voice of Modesty 


e It was gratifying to break into 
The Editor’s Notebook (see AR, 
Aug. p. 9) with the story of my long 
distance talk to the Raleigh Public 
Relations Society and the Caro- 
linas Chapter of PRSA. But, I blush 
to say, credit for determination and 
ingenuity does not go to me. 

The real hero of the day was Ted 
Davis, President of the Raleigh 
Public Relations Society and Public 
Information Officer of the Employ- 
ment Security Commission of North 
Carolina. 

Frankly, after haunting La Guar- 
dia Air Terminal for six solid hours 
I had just about given up. Ted’s per- 
sistence and the ingenuity of the 
Southern Bell Telephone Co. saved 
the day. 

In any case, I hope never to do 
this again. I felt like a disembodied 
voice looking for a place to land. 

Paut B. ZucKER 

Executive Vice President, Ruder 

& Finn Inc., New York 


Clear Typo 


@ My method for making line graph 
slides may not have been too “clear”’ 
to some of your readers. 

In fact, their thinking may become 
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Two guides that point the way eae 
to better paper DUYING the ice 


booklet tells why papers made with cotton fiber 
offer you more in prestige, permanence, per- 
formance. The “Better Papers” emblem tells 
who makes them. Send for the booklet; watch ne 


Cotton Fiber Paper Manufacturers, 


for the emblem. 122 East 42nd Street, New York 17, N. Y. 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” OR “RAG" IN THE WATERMARK OR LABEL 


Keep your signals straight . . . pass your next 
type job right into the reliable arms of Service 
Typographers. Here a high powered team 

who knows typography will guide it safely to 
the Service goals: top quality,,complete 
accuracy and the best possible service. 


See the difference yourself. Call in the 
first team—SERVICE TYPOGRAPHERS and 
score a big gain with your customers. 


723 SO. WELLS ST., cHIeaGO rae eS 


SERVICE TYPOGRAPHERS INC.’ pHoNE: Harrison 7-8560 
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“colored” as a result of the typo in 


the “How I Solved It” item (see AR, Q & 
Sept. p. 14). 
We use clear acetate, rather than EC UE 
color acetate. Thus the colored cover 
stock making up the background of ‘ ] 
l D : iy S 7 0) R the slide shows through, as it should, A N = Eq D 


B U | L i) | ) e3 S ry L a 4 | when the ruled white sheet is slipped 


out. 
JoHN TURREL 
Agricultural Information Service, The following letters have been se- 
Butler, Pa. lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
We Were Glad to Help growing files. However, so many 
® I hope you will forgive my some- new companies are entering the 
what unreasonable request for in- field--almost every day, it seems 
formation on cost trends in the ad- —that we must depend upon our 
vertising business but you certainly readers to help us keep up to date. 
came through with flying colors. The AR will add any such information 
article by Mr. Huff (see AR, De- to its files and will promptly for- 
: cember 1959, p. 46) was most help- ward it in response to these re- 
yee ont ful and I referred to it and to you quests ... Ed. 
for having provided it in a very 
short talk I gave as a member of a 
‘60 o panel on the subject of business pa- ° 
A gy vo per rate trends. Specialty Sources 
ing the complete | The meeting was the first of the 
line of VUE- | : : 
MORE display | new season for the Milwaukee 
turntables and | Chapter AIA and you can well 
BREVEL anima- imagine that the subject created a 
tion motors. lot of interest and was responsible 
for some lively discussion. 
Write for your copy today. GENE WEDEREIT 
Use the handy coupon above! Director of Advertising and Pub- 
lic Relations, Chemetron Corp., 
Chicago 


VUE-MORE: ‘iwvauet’ 


Rush a copy of your new Catalog. 


Company 


Address 


cece cc eeceeeeenceseeseeeeseeesesesesees 


@ Now that local import restrictions 
have been almost completely re- 
moved, it is possible for us to buy 
advertising novelties and so on from 
America. Because of this we are 
endeavoring to build up in Mel- 
bourne a file of material from all 
sources, so that our members can 
keep in touch with items available 
overseas. We would therefore ap- 
preciate any assistance you could 
Likes Schooler’s PR give us in this regard. 
E. H. Evans 
@ Mr. Schooler’s remarks (see AR, Chairman Victorian Branch, Aus- 
VUE-MORE Turntables are: Aug. p. 28) strike me as a very tralian Assn. of Natl. Advertisers, 
Quiet PRECISION MADE succinct presentation of the case for 454 St. Kilda Rd., Melbourne, 
DEPENDABLE GUARANTEED ethical public relations counsel and Australia 
TROUBLE-FREE VERSATILE should be given the widest possible 
U-L APPROVED circulation among all segments of 
management—from the top down. White Plastic Mice 
AND FOR YOUR ANIMATED DISPLAYS: A. P. ENpDRES 
The Endres Co., Los Angeles ® One of my clients, Muscular 
Dystrophy Assns. of America, is 
+ as seeking a source of white plastic 
Corrugated Printing Boost mice about two inches long with the 
@ Thank you for the article on cor- words, “Funny Foot of MDAA” 
rugated box board printing. printed on each mouse. Quantity 
It, with other material I have prices of 25, 50 and 100 thousand 
gathered, proves that good printing will be needed. I’m wondering if 
can be done on corrugated stock. I you can steer me to one or more 
will use it to back up my arguments suppliers who might be able to work 
for better work than has been done this out for us. 
for us in the past. Thanks very much for whatever 
VERNON L. Kissic assistance you may be able to offer. 
Sales Promotion Manager, Helms C. G. WELTON 
Bakeries, Los Angeles Welton Public Relations, 376 Cap- 
Quiet, versatile, efficient Brevel motors 


ese designed fer menimem power ond | itol Av., Hartford, Conn. 
precise movement—yet compact enough 
to be used in any motion display. | 


etd tiitiide iieradeeain WRONG PRICE 


The price of the Putting Practice Set, S.0.S. From Ecuador 
VUE-MORE CORPORATION shown on p. 103, October, is $11.95 to 


ee As regular subscribers to your 
magazine we are addressing the 
present letter to you to obtain the 
names and addresses of firms that 
can supply us with the proper ma- 


601 WEST pr re werent a ree $9.84, depending on quantity. The price 
given was for another item in the 
Wolferman catalog. 
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terial for transparencies that can 
be typed and be used in slides for 
commercial projection. The mate- 
rial should enable typing with a 
standard typewriter without losing 
its transparency for perfect projec- 
tion. 

Also, our company is interested 
in developing in this country the 
silk screen process, and for this rea- 
son we ask you to recommend us 
the best source of information, capa- 
ble of guiding us in starting this 
new project. 

GuyYAQuIL ENTERPRISES 

S.A. Com Edificio Marriott, 

Oficina 18, Guayaquil, Ecuador 


Color Covers 


® We have a client in the financial 
business in Canada who is interested 
in turning out his own house organ 
and employe magazine. 

He is looking for a source of cov- 
ers prepared in full color, which he 
can purchase on a monthly basis, 
after which he can insert the specific 
house organ material relative to his 
own business. The cover should also 
have blank space on which he could 
imprint his own name. 

Will you please furnish me any 
names of people who are in the 
business of printing such covers? 

A.LEx M. BEERBOHM 

Beckman & Beerbohm, Madison 

Heights, Mich. 


P.O.P. Studies 


@ We are constantly on the lookout 
for surveys or studies on point-of- 
sale advertising material. These 
could be reports on how a particu- 
lar piece solved a problem or in- 
creased sales of a certain item. Also, 
they could be studies of comparing 
the effectiveness of various items 
such as island display versus coun- 
ter displays. 

If you or your readers could lead 
us to sources for such reports, we 
would certainly appreciate it. 

C. R. BALiarp 

Regional Merchandising Man- 

ager, Brown-Forman Distillers 

Corp., P.O. Box 1080, Louisville 1 


Saleswomen Case Histories 


@ We are interested in obtaining 
information on companies that have 
used, or are using, female 
forces. 


sales 


JOHN J. DuFFy 
President, Duffy, McClure & Wild- 
er Inc., Cleveland 


be ee 


““nromibte your 
product at the 
point-of-sale 


with 


MEYERCORD 


eel 


Do you want to get 
more of your signs “up’ 
at the Point-of-Sale? 
Naturally! The big question 

. how? Hundreds of 
leading national and regional 
Point-of-Sale advertisers have 
found the best answer in years 

. in Meyercord’s Pressure 
Sensitive Decals and DRI-MARK 
Films. The convenience and speed 
of waterless application make Pressur 
Sensitive Decal Signs popular with 
fieldmen and retailers alike. It’s simply 
a few seconds’ task to install Meyercord 
Pressure Sensitive Decals or DRI-MARK 
Pressure Sensitive Films on windows, 
doors or any surface. DRI-MARK is the new 
Meyercord development that identifies a wide 
variety of new materials and appearance factors 
... Mirro-Cals, Mylar, Vinyl-Mylar, Laminates 
and others. One or more of these new signs will 
find a welcome and effective place in your 
Point-of-Sale advertising program. Drop us a 
line . . . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to 
promote the “new look” at the Point-of-Sale. 
No obligation, of course. 


Pressure 
Sensitive 


\DECALS and 
DRIEMARK 


——— 


the MEYERCORD co. 


ept. V-207, 5323 West Lake Street, Chicago 44, Illinois 
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your 
title page 


‘COLOR 


AMBER 
BLUE 
GREEN 


VISI/BELLE 


Report Cover 


An impressive, influential way 
to present: 


advertising programs 
leave-behind presentations 
training manuals 
departmental reports 
publicity releases 
campaign summaries 

new business proposals 
direct mail 


VPD products are sold 
by stationers everywhere. 


For a FREE 
VPD VISI/BELLE 
write, on your 
business letterhead, to: 


Joshua Meier Company, Inc. Dept. AR 
Mfrs. of VPD Binders and 
Visual Presentation Products 

601 W. 26th Street, New York 1, New York 
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| ® Commercial Art as a Business, by 
| Fred C. Rodewald and Edward M. 


Gottschall; Viking Press, N.Y., 180 


| pages, $4.95 .. . Commercial art as a 


business and the artist as a busi- 
nessman are the two major ideas 


| behind this practical and worthy 


book. A revised edition of an earlier 
book, appearing six years ago by 
author and artist Fred C. Rodewald, 
this 1960 edition adds hard facts to 


| the original viewpoint. In this edi- 
| tion the authors also point out the 


necessity of introducing standard 
business procedures in the precari- 
ous relationship between artist and 


| buyer. 


Special chapters are devoted to 


| broad subjects such as studio op- 


erating costs, taxes, research, plus 
much statistical information on pric- 
ing, legal problems and ethics. Other 
points of interest include data on 
artists’ rights, signatures and a short 


| study on semantics to ease the com- 


munication flow between artist and 
client. 

All in all, Commercial Art as a 
Business is well worth reading by 
either the starters or pros. B.M. 


© A Copyright Guide, by Harriet 
F. Pilpel and Morton David Gold- 
berg; R. R. Bowker Co., New York, 
40 pages, $2 (40% off on 5 or more 
copies) . This brief guide, in 
question and answer form, is simple 
to read and easy to follow. While 
concentrating on literary works, the 
general principles enunciated in the 
book apply as well to the problems 
of copyright in connection with 
works in other media, such as 
printed advertisements or motion 
picture scripts. It is a useful first 
reference. R.B.K. 


® Magazine Illustration, by Francis 
Marshall; Viking Press, New York, 
96 pages, $6.95 . . . The ins and outs 
of illustrating as a professional com- 
mercial art career are very thor- 
oughly examined in this very fine 
book. Not for the raw beginner, the 
author states very frankly: “I am 


assuming that the reader is an art- 
ist who has already acquired some 
ability to draw the figure and its 
surroundings. Some knowledge of 
handling water-color or oil paint is 
also presumed.” 

For the trained artist, however, 
this book presents a wealth of vital 
information on magazine illustra- 
tion. Many leading illustrators’ 
works are shown in the case his- 
tories and in some cases the reader 
gets a step-by-step story of how the 
artist worked on that particular 
commission. 

Also of great interest is the tech- 
nical chapter which contains much 
helpful advice on materials and art- 
ist’s techniques. B.M. 


e Handbook of Public Relations, 
Howard Stephenson, Ed.; McGraw- 
Hill, 875 pages, $12.50 . . . Reading 
books like this one is like kissing 
your sister—there isn’t anything 
wrong about it but it doesn’t seem 
to lead anywhere. 

Within these covers is collected 
every bit of information any one 
reader would want about public re- 
lations. It ranges from such gems 
how to order meals for a company 
banquet to rather penetrating ex- 
pressions on the function of public 
relations in a free society. In short, 
this type of editorial stew serves so 
many tastes you find it difficult to 
believe it is of value to any one 
reader. 

This, of course, may be its ob- 
jective. Treated as a reference work 
to be kept around for the newcomer 
or as « source for an experienced p.r. 
person to check his work against. 
it has value. If you are trying to 
build a library for your organiza- 
tion this takes the place of any one, 
or perhaps five, works already pub- 
lished on public relations. E.S. 


© Anatomy of Lettering, by Russell 
Laker; The Studio Publications, 
London and New York, distributed 
by Viking Press, New York, 95 
pages, $6.50 . . . Mr. Laker is one of 
those delightful people who still 
believes in humans, rather than ma- 
chines. His book tells all, on how 
human hands can draw more dis- 
tinctive letters than any creation 
by a machine in a print shop. 

Of importance to the artist, the 
seller of printing, the buyer of print- 
ing and those of you who enjoy 
reading a book by a man who knows 
his subject, likes it, and can trans- 
late that liking and enthusiasm to 
the reader. ES. 
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PAPERS 


In a few words .. . table flat, pre- 
cision cut, strong, opaque. Color, 
the quiet-white that gets things 
read. 

Important. Bergstrom reprocess- 
ing tames wild paper fibers and 
you’re assured superb dimensional 
stability, one pass or four. 
Another Bergstrom exclusive . . . 
packed in self-sealing cartons, 
cartons that reseal for reuse. 
Thor® samples from your paper 
merchant, or wire... 


BERGSTROM 
PAPER COMPANY 


beautiful papers thoughtfully packed NEENAH, WISCONSIN 
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by Dick Brown 
Stanley Arnold 
by Robert B. Konikow 
by Robert M. Graham 


Mar The Coming Man in 
ell Sales Promotion t« 
Part of Honeywell 
Promotior 


permarket 


of one of industry’s 


Advertising Specialties 


307 A Basic Guide to Specialty Advertising 
Vhhat adman should know about this mediur a Best of AR feature 
291 This is the Specialty Industry — by Robert B. Konikow 
A quide to the buying of specialties 
283 How to Buy Vour Business Christmas Gifts — by Robert B. Konikow 


basic guide to the ethics and techniques of company gift-giving 
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Audio-Visuals 


303 A Basic Guide to Business Films 
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262 How to Get More from your Film Budget — by fred: A. Niles 
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290 Design for Corporate tmage — by Hap Smith 
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Direct Advertising 


304 A Basic Guide to Direct Mail 
Planning, procedures and checklists for more effective mailing 
261 How to Get an Effective Christmas Card — by Bette Macon 
Some practical suggestions to improve your greetings 
248 Can You Afford to Run Your Own Lettershop? 
— by Francis S. Andrews 
True economy is not always achieved by doing your mailings yourself 
240 Making an Effective Direct Mail Package — by William Baring-Gould 
An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 


Engraving 


112 Do’s and Don'ts for Better Engraving 
Replies to an AR survey give practical suggestions for cutting costs 


Exhibits 


309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, this 

100 Suggestions for Exhibitors 
A checklist of helpful hints for conventions and trade shows 


is a practical checklist for exhibit users 


The Magic City 
A Georgia bank devised an unusual exhibit in a trailer to tell its story 
How Traveling Exhibits Build Good Will — by Mildred Weiler 
How Southwestern Bell Telephone handles display units 
Exhibit Photos — How to Put Them to Work 
How a number of exhibitors use photos of their trade shows 
How to Get More from Your Trade Show Dollars 
— by William S$. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
The Growing Importance of Fairs as an Advertising Medium 
— by James Joseph 
Fairs have become a product showcase and a selling place 
How to Get the Most Benefit from Trade Shows 
Excerpts from Monsanto's exhibit manual gives many practical hints 


House Organs 


292 When an Agency Edits an External 
The story of an industrial house organ edited by an agency 
267 Disneyland Finds Solution to Tourist Promotion Problem 
An unusual house organ which promotes business for competitors builds Disneyland 


Publicity & Promotion 


283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 
279 Report of the 1959 Sales Promotion Executives Assn. Conference 

(50c) 

Sales Promotion Comes of Age — by Dick Hodgson 
What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 
to Get Sales Promotion Ideas — by Fred Ziegler 
and other highlights from the convention program 


Nine Ways 


The Johnson Stery (50c) 
nree articles examine the sales promotion activity of this leading manufacturer 
of outboard motors 
The Mayflower Story — by Edward L. Van Riper 
A public service program that turned out to be excellent public relations 
The Sales Promotion Executive of the Year 
About Ken Duncan, winner of the AR-SPEA award, and his winning 
How to Get your Film Shown on TV — by Jim Atkins 
A news editor gives some practical advice on film preparation 
Barnyard ct the Waldorf — by Russel K. Crenshaw 
The story of Pfizer's press show, which installed live animals in a hotel 
How Basketball Built a Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball! built brand recognitior 
How to Handle Relations with Radio, Television & Newsreels — 
by William G. Cox 


effective publicity program for audio and visual media 
Getting the Most from Publicity Photos — by Leo Solomon 


Some practical hints on producing photographs that win space 
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WHAT'S NEW 
IN SALES” 
PROMOTION 


Nationally-known Men 
on Midwest Seminar 


The Midwest Sales Promotion 
Seminar, sponsored by the Chicago 
chapter and SPEA national office, 
has released the list of speakers 
who will participate in the program. 
They include Walter Stroud, Owens- 
Corning Fiberglas, Toledo; Myron 
Sanft, Sales Communications Inc., 
New York; Roger Rush, Smith- 
Corona Marchant, New York; Kip 
Anger, Zenith Sales Corp., Chicago; 
W. Stephens Dietz, Kenyon & Eck- 
hardt, N.Y.; Arthur O: Dietrich, 
Minneapolis-Honeywell, Minneapo- 
lis; as well as local and national of- 
ficers of SPEA. 

The Seminar, scheduled for Oc- 
tober 28 at the LaSalle Hotel, is 
open to members and non-members 
alike, and promises to be a very full 
and solid day on sales promotion 
and marketing management. Similar 
seminars are being planned for other 
sections of the country. 

Registration is limited to 250, in 
order to permit active audience par- 
ticipation. Information and enroll- 
ment is being handled by George 
Reich, Sales Promotion Manager, 
Victor Adding Machine Co., 3900 N. 
Rockwell, Chicago. Mr. Reich is 
general chairman of the committee 
in charge of the seminar. 44 


New York to Pick 
Man of the Season 


The New York chapter has em- 
barked on an ambitious awards pro- 
gram, under the chairmanship of 
Ted Sanchagrin, AR’s Eastern Edi- 
tor. Each quarter, one sales promo- 
tion manager from the New York 
area will be selected as the likeliest 
contender for national honors. His 
award will be dinner for two at the 
Four Seasons Restaurant. 

One of the four seasonal winners 
will be selected as New York’s man 
of the year, and will be entered by 
the chapter as its nomination for 
the Sales Promotion Executive of 
the Year selected by the national 
awards committee. 


The national winner is announced 
each year as the final event and the 
highlight of the SPEA Annual Con- 
ference, at which time he is pre- 
sented the plaque awarded by Ap- 
VERTISING REQUIREMENTS. The 1959 
man of the year was Art Dietrich, 
Minneapolis-Honeywell, who was 
preceded for 1958 by Ken Duncan, 
S. C. Johnson & Son. 44 


SPEA Taking Profile 
of its Members 


That mysterious gentleman, the 
sales promotion executive, will be- 
come slightly less mysterious as the 
result of a survey being conducted 
by SPEA’s Research Committee, 
under the leadership of Walter J. 
Stroud, Manager, Home Building 
Promotions, Owens-Corning Fiber- 
glas Corp., Toledo. 

The questionnaire, sent out to 
SPEA members, covers facts about 
the men, the jobs they do, the staff 
they supervise, the companies they 
work for, the salaries they get and 
the organizations they belong to. 

The responses are being sent di- 
rectly to an outside tabulating firm, 
which will transfer the facts to 
punched cards and produce a com- 
pilation without revealing the iden- 
tity of any respondent. 

Results are expected to be pub- 
lished shortly in a consolidated re- 
port. 44 


Sales Promotion Starts 
at Home, Chicago Told 


The day of selling through adver- 
tising, public relations and gim- 
micks is over, Frank Flick, presi- 
dent, Flick-Reedy Corp., Bensen- 
ville, Ill., told the Chicago chapter 
at its September meeting, if you are 
trying to sell on a false image of the 
company. 

He added that it isn’t only the 
product that is sold, but the image 
of the company, and it is this latte: 
that is the chief responsibility of 
sales promotion. 


The basis of the ‘growth of Flick- 


expert 
but... 


“| found one way of saving my company a 
fabulous amount of money! 

| started ordering our shipping labels 
from Ever Ready, where you get a ‘quality’ 
job at a low, low price—because Ever Ready 
is one of the largest and most experienced 
label producers in the country.” 

Ever Ready's tremendous volume, twice 
that of most other label printers, means 
lower costs for us—lower prices for you. 

Ever Ready’s shipping labels are easy to 
order by mail. If you use 6000 or more 
shipping or mailing labels per year you'll 
find amazing savings with Ever Ready. Just 


mail this coupon for our helpful brochure. 


| EVER READY LABEL 


CORPORATION 
. Belleville 9, N. J. 


(J Please send me the Spot Carbon Label folder. 


(CD Please send me brochure on mailing and ship- 
ping labels. 


357 Cortlandt Street . . 
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NALES PROMOTION 
ALMANAC 


for 1961 


special months, weeks and days 


competitions for advertising and promotion 


| conventions for advertising and promotion men 


a SAS ES 


AR’s Sales Promotion 


Almanac for 1961 


GP GF 


the year’s special days, weeks and months 


conventions of value to advertising and 


sales promotion men 


competitions in the editorial, advertising, 
sales promotion and public relations fields. 


Advertising Requirements 


200 E. Illinois St., Chicag 
= 
Please send me AR Sales Pr 


close $1 for each copy. 
NAME 


Company 


motion Almanac for 1961. 1 en 


Reedy has been its constant concern 
with the interests of both employes 
and customers, he said. It starts 
with a program of keeping all em- 
ployes fully informed on the activ- 
ity of the company, including daily 
posting of shipments, distribution of 
monthly profit statements to all em- 
ployes, and an annual employe meet- 
ing held just before the annual 
stockholder meeting, and with the 
same program. 

Customers are similarly kept in- 
formed of the status of their orders 
by a system that permits an almost 
immediate report of how far a par- 
ticular order has progressed. 

Final hint from Mr. Flick: When 
sending out a press release to inform 
the public, see that the employes get 
the same information. It is easy to 
do, and helps to build morale. 44 


SPEA Appoints 
International Head 


Because of the growing interest in 
sales promotion overseas, SPEA na- 
tional president Joel Harnett has 
appointed Sidney J. Jackson, sales 
promotion manager, CIBA Pharma- 
ceutical Products, as director of in- 
ternational chapters. 

There are currently three chap- 
ters outside of the United States — 
in Brussels, Stockholm and London 
— and three more are expected to 
be chartered by the end of the year. 

44 


SPEA CHAPTER MEETINGS 
DURING NOVEMBER 


Chicago: Nov. 30, 6 p.m., CFAC, 36 S. 
Wabash; Ross Garrett, Ad. Mar., 
National Advertising Co., a div. of 
Minnesota Mining & Mfg. “The 
3-M Story” 

Dallas-Ft. Worth: Nov. 14, 5:30 p.m., 
Sammy’s Town House, 1516 Green- 
ville, Dallas; Warren Leslie, prom. 
mor., Neiman-Marcus “An Italian 
Fortnight Promotion” 

Detroit: Nov. 17, 6 p.m., Sheraton 
vadillac 

Los Angeles: Nov. 16, 11:30am 
ler-Hilton 

Milwaukee: Nov. 3, Knickerbocker 

Minneapolis-St. Paul: Nov. 8 eve 
nina 

New York: Nov. 16, noon, Sheraton 
East; A Booz, Allen & Hamilton 
presentation — “New Product Plan- 
ning & Market Introduction” 

Philadelphia: Nov. 17, noon, Benjamin 
Franklin 

San Francisco: Nov. 30, St. Francis; 
A. H. Christensen, KPIX—Take 5 
Promotion 
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Requirements 


how to 
introduce 

a new product 
with @ 


By Robert B. Konikow 
AR Managing Editor 


One of the most difficult tasks in 
sales promotion today is the intro- 
duction of a new product, especial- 
ly one destined for distribution 
through supermarkets. With the 
average supermarket handling 
more than 5,000 items, the battle 
for shelf space is a fierce one. A 
new item will not be added unless 
the store management is sure that 
it will move at a rate that will re- 
turn a higher profit than the mer- 
chandise it must replace. And un- 
der today’s marketing conditions, 
he is a hard man to convince. 

That’s why Dow Chemical Co., 
Midland, Mich., knew it had to do 
something special when it had a 
new product coming up. The prod- 
uct was Handi-Wrap, which made 


its bow on the national market in 
October, 1960. In addition to the 
normal problems of a new product, 
Handi-Wrap added a few special 
twists of its own. 


e It might easily be confused, both 
by the public and by the trade, 
with Dow’s only other supermarket 


product, highly-successful Saran 
wrap. 


® Unlike Saran wrap, Handi-Wrap 
is not an exclusive Dow product. 
Other competitors could produce a 
similar item, and Dow knew that 
others were being tested. This 
meant that a lead over competition 
could be obtained only by rapid 
and aggressive action in the mar- 
ketplace. 


e Timing was important. To delay 
introduction too long might not 


@ 


When Dow Chemical Co. 
was ready to _ introduce 
Handi-Wrap to the super- 
market field, it faced some 
very special problems and 
found some special an- 
swers. 
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National Advertising . . . This full-color gatefold ad was used 
in both Life and Look, followed by adaptations in Family Circle 
and Everywoman’s. Business magazines, national and spot tele- 


only give competition a head start, 
but would also risk the dangers of 
running into the heavy Christmas 
promotions, which would tend to 
bury any Handi-Wrap activity. 


> This last factor set the time table 
for the introduction of Handi-Wrap 
to the national market. October was 
picked as the last possible month 
in which full value could be ob- 
tained from a national campaign. 
But to get the supermarket shelves 
filled with an adequate supply of 
Handi-Wrap in October meant that 
selling must start in July, when 
the new product would be intro- 
duced to the group of food brokers 
which has handled sales for Dow’s 
Saran wrap, and which would be 
the obvious sales channel for 
Handi-Wrap. 

This, in turn, meant that plan- 
ning for the introductory campaign 
ought to begin right after the first 
of the year, when plans must be 
blocked out for sales meetings, 
promotional themes, advertising, in 
magazines and over the air, collat- 
eral materials, and so on. 

The only hitch was that manage- 
ment was not yet ready to make 
decisions on these matters. While 
the product was developed, the 
promotional themes had not yet 
been selected. There were a num- 
ber of questions to be answered, 
chief of which was the most effec- 
tive way to present the product to 
the public. This would be answered 
in a series of market tests, but the 
tests could not be scheduled until 
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far longer-lunches stay delicious! 


April and May. 

Nevertheless, the promotional 
plans had to go forward. Manage- 
ment didn’t know on which road 
they would advance, but they 
knew that they were committed to 
one of them. A promotion cam- 
paign had to be blocked out, with 
the details to be filled in later. 


> Management knew, of course, 
what the product was. Handi-Wrap, 
a registered trademark, is a film 
based on polyethylene. Its main 
purpose, Dow feels, is for wrapping 
sandwiches, and this, in itself, is a 
substantial market, with an esti- 
mated 33,000,000 lunch boxes 
packed every weekday. 

Handi-Wrap, with a _ suggested 
retail price of 29¢ for a 100’ roll — 
enough to cover 100 sandwiches — 
is competitive with waxed paper, 
and Dow claims a number of ad- 
vantages. It is clear, so it is easy 
to tell what kind of sandwich is in 
it. It is vapor-resistant, so sand- 
wiches stay fresh longer. It sticks 
to itself, so you don’t need string 
or tape or rubber bands to keep 
the wrapping on. 

But which of these product 
claims would make the most appeal 
to the consumer? To determine 
this, Dow set up a series of tests in 
eight cities—Cedar Rapids, Dav- 
enport and Des Moines, Iowa; Du- 
luth, Minn.; Evansville, Ind.; Madi- 
son, Wis.; Peoria and Rockford, II. 
These cities were isolated enough 
so that marketing influence would 
not spill over into one another, to 
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@ product of The Dow Chemical Company << 


vision, spot radio were also included in the introduction. Col- 
lateral material was furnished, and special incentives were given 
to retailers for early orders and for special local promotion. 


confuse the results. They were 
small enough so that the cost of 
giving adequate promotional cover- 
age would not be too high, and yet 
large enough to have the necessary 
media available. 

Four research organizations were 
used: Burke Marketing Research, 
Cincinnati Elrick &; Lavidge, Chi- 
cago; A. C. Nielsen Co., Chicago; 
and Social Attitude Survey, Yonk- 
ers, N.Y. A number of factors were 
measured. Some of the obvious ones 
were the number of people of the 
community who knew about the 
new product, how many made an 
initial purchase, and how many, 
after having tried the new product, 
bought it again. The reasons people 
liked it, the advertising themes 
they remembered, whether they 
liked them or not, were also studied. 

A particular eye was kept on the 
effect of the introduction of a new 
product on the volume of Saran 
wrap. A test of an earlier product, 
called Polyfilm, had led to its with- 
drawal, because both grocers and 
consumers confused it with the 
higher-priced Saran wrap, among 
other reasons. Sales were merely 
switched from a higher-priced item 
to a lower one. 


> To help keep the two concepts 
well-defined, Dow selected a new 
agency to handle Handi-Wrap. 
MacManus, John & Adams, Bloom- 
field Hills, Mich., has had the Dow 
account for all its products, both 
industrial and consumer, with the 
exception of Zefran textile fiber, a 





small account which h:d been with 
Norman, Craig & Kummel, New 
York. It was this latter agency 
which was given responsibility for 
developing the print and broadcast 
program for Handi-Wrap. 

But the big problem was to get 
the sales force both informed and 
enthusiastic about Handi-Wrap. 
This was not as easy for Dow as it 
might have been for other com- 
panies, since the company’s distri- 
bution is handled through approxi- 
mately 85 independent food bro- 
kers. These men are independent, in 
more senses than one, and since 
they handle a number of strong 
lines, they can take an independent 
attitude towards any single manu- 
facturer. They can be persuaded, 
but hardly ordered about. On the 
plus side, however, was a _ strong 
respect for Dow, since Saran wrap 
has always been a profitable line 
to handle. 

Dow management decided that 
the strongest way to get the atten- 
tion of the brokers would be at a 
sales meeting, where the product 
could be presented strongly and 
dramatically. For one thing, it had 
been nearly seven years since there 
had been a general meeting of all 
brokers. That occasion had been the 
introduction of Saran wrap. For 
another, a single meeting would be 
the most rapid way of communicat- 
ing with a large group, and would 
enable the story to be told in the 
most powerful way. 


> The date was set for July 14 and 
15, and Moraine-on-the-Lake 
Hotel, in Highland Park, just north 
of Chicago, was selected as the 
meeting place. It was centrally lo- 
cated, near enough to big city air 
transportation services, yet far 
enough from the city to avoid any 
competing distractions. It was large 
enough to accommodate the group, 
and not so large that the Dow 
guests couldn’t be given the run 
of the facilities. 

The key element was the way in 
which the Handi-Wrap story would 
be given to the dealers, and to help 
put together the presentation, Dow 
turned to Sales Communications 
Inc., New York, the sales promo- 
tion affiliate of McCann-Erickson. 
SCI assigned a first group of three 
men to the Handi-Wrap project. 
Earl Tyree was account executive, 
Myron Sanft creative director, and 
Dick Stainbrook, script writer. 
These men worked with the Dow 
marketing people, headed by Gage 
Olcott, merchandising manager of 
the plastics department. 

The first step, back in March, 
was to make some of the basic de- 
cisions. The presentation, it was 


decided, would be a musical, which 
would carry the high points of the 
presentation, supplemented by talks 
given by Dow officials. At this 
time, of course, the details of the 
campaign were not clear, since the 
test results were not yet in. But 
the pattern of the presentation 
could be established, and by April, 
the form was sufficiently clear so 
that a budget estimate, give or_take 
10%, could be agreed upon. At 
about this time, two more men 
were added to the SCI staff work- 
ing on the project. These were a 
producer, Len Bedsow, of Samlen 
Productions Inc., and a _ director, 
Jim Nygren. 

As the weeks went by, the pres- 
entation crews observed the test 
markets, saw for themselves what 
was happening, talked to the bro- 
kers and the supermarket operators 
involved, as well as getting some 
consumer reaction. Gradually, the 
script began to take shape, with the 
various elements falling into place, 
and assigned to either the profes- 
sional cast or members of Dow 
management, both from Midland 
and from the branch sales offices. 
Each of the regional sales manag- 
ers, who were the normal contact 
of the company with the brokers, 
was written into the script. 

As the meeting date approached, 
the crew began to grow. A techni- 
cal director was added, a musical 
director and a lyricist. Then came 
the four girls who were to be the 
professional members of the cast, 
and three men who acted as stage 
managers, scene shifters, off-stage 
voices, and whatever else was re- 
quired. 

The week before the meeting was 
scheduled, full-time rehearsals, 
without the Dow people, were held 
in New York. There was a break 
while cast, crew, scenery and lights 
were moved to Highland Park, 
where they arrived a little before 
the food brokers were scheduled 
to check in. 


> The brokers, targets of this pres- 
entation, checked in at their con- 
venience on Wednesday. No formal 
program was planned for that day. 
The facilities of the hotel and a 
near-by golf course were available, 
or the men could simply relax and 
talk shop. It was a congenial group, 
since many of the men knew each 
other from past business gatherings, 
but since each operated within his 
own market area, there was no di- 
rect or indirect competition. 

A cocktail party, followed by din- 
ner, opened the official part of the 
program, but other than a brief 
welcoming speech or two, there was 
no attempt to bring in business. 


The evening was free to watch the 
Democratic convention, to swim, 
play ping-pong, or simply to talk, 
among other possible activities. 

The first business session took 
place on Thursday morning in the 
hotel’s auditorium. With a mid- 
morning coffee break, it continued 
until lunch. A single afternoon ses- 
sion was over by three, allowing 
plenty of time for a round of golf 
before dinner. Friday’s program 
followed much the same pattern, 
with the final dramatic presentation 
being put on in two sections in the 
morning. In the afternoon, each of 
the regional sales managers met 
with his brokers to go over promo- 
tional plans for their regions and 
plans for reaching the major out- 
lets most rapidly. After that, the 
men were free to do what they 
wanted, including taking the first 
available plane home. 


> The total effect was one of re- 
laxation. No single session lasted 
long enough to make the audience 
restless. There was a_ constant 
change of pace, with the burden of 
telling the story switching back and 
forth from the Dow people to the 
four actresses, who were much 
easier to look at, even if they 
weren't sales promotion experts. 
But their songs and dances, their 
numbers, were not simply inter- 
ludes for entertainment, just to 
space out a series of dull speeches. 
Each was designed to get across a 
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P.O.P. Unit . . . One of a group of dis- 
play pieces, this mass pole display uses 
an actual roll of the product. The major 
product use is also prominent. 
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key point, to hammer it home and 
make it stick. 


> That this was effective was illus- 
trated by a completely accidental 
occurrence. To understand it, we 
shall have to diverge a little, but 
this will permit us to explain an- 
other very successful technique that 
was worked into the script. 

As the men returned from the 
first coffee break, Thursday morn- 
ing, each found on his seat, a plas- 
tic clipboard portfolio in bright yel- 
low, with the black diamond of 
Dow on its cover. This particular 
portfolio is itself fairly new, from 
American Thermoplastic Co., Pitts- 
burgh (see AR, August, page 110). 
In it was a notebook, whose pages 
held only key words, and which 
were divided into sections. The first 
divider, for example, was tabbed 
“Introduction,” and the first page 
behind it was headed “Meet Handi- 
Wrap.” That, plus three lines, was 
all that was on the page. 

The information that was to be 
filled in had been given in the pre- 
ceding musical sequence, which was 
followed by a verbal summary and 
extension. Now, in the workbook 
session, each of the men was asked 
to write on the lines the phrases, 
“A new polyethylene film,” “The 
successor to wax paper,” and “The 
only modern sandwich wrap.” The 
next page had room for the men to 
write the five main features of 
Handi-Wrap. Not only was this an 
aid to memory, but the notebook 
became a_ reference which they 
could use in going over the product 
story with their salesmen. 


» The second section of the presen- 
tation was devoted to the market 
research, which was designed to 
show the men that the product was 
acceptable and that it would not 
cut into the existing volume of 
Saran wrap. The musical portion of 
the section was entitled “Market 
Research” and it was set to the 
popular song “Love and Marriage.” 
During this number, the girls ex- 
plained the research results, which 
were then explained in more detail 
by Dow’s Parker Frisselle. During 
his speech the girls were used to 
bring on charts, to display them and 
to point out figures. 

In the workbook session that fol- 
lowed, some of the key figures were 
to be filled in, and one of the re- 
gional sales managers was reading 
from his script. Unfortunately, his 
script had been written before all 
the results were in, and while the 
eharts had been changed, nobody 
had updated his script. As soon as 
he read off the first wrong figure, a 
chorus of shouts from the audience 
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Basic Scenery 
Aluminum frames, 
hinged or separable, 
were used in almost 
all scenes. In some, 
sheets of cardboard 
were attached to give 
them opacity. 


corrected him. They had remem- 
bered the right figures from the 
musical presentation! While it was 
somewhat embarrassing for the 
speaker, nevertheless it was a vivid 
demonstration of the impact of the 
original presentation. 


> An example of the way in which 
a solid story can be told in song is 
the lyrics of the number which was 
used in the Thursday afternoon 
session, which was devoted to the 
marketing concept and the correct 
way of positioning the new product 
on the shelf. The setting was an ab- 
stract section of a supermarket, and 
the girls enacted the role of stock- 
room boys (although nobody could 
have mistaken them for stockroom 
boys!). They sand the following 
number, of which these are some of 
the verses. 


Put Handi-Wrap on the shelf 
But put it where it will show. 
Position upon the shelf 
Is all-important, you know. 


Put Handi-Wrap where it shows 
(Let’s see... where would 
that be at?) 

Not where toilet tissue goes! 
Handi-Wrap’s not for that! 

(I lost my head) 


Move Handi-Wrap over some 
(Their nagging makes my 
blood boil) 

Not in the aluminum 
(Handi-Wrap’s not a foil) 
Curses! Foiled Again! 


Before you have more mishaps 
We'd better tell you our plan. 
(I’m listening.) 
Stand close to the plastic wraps 
But not right next to Saran. 


The tune is a familiar one, as are 
all the melodies used in the produc- 
tion. Because of copyright require- 
ments, it cannot be named in con- 
junction with the words. According 
to producer Len Bedsow, the mel- 
ody should be familiar enough so 
that it doesn’t seem strange, but 
should not be so strong that it 
dominates the lyrics. Original mu- 
sic, he feels, is dangerous in an in- 
dustrial presentation, since it de- 
mands more attention from the au- 


dience. Not being at home with the 
melody, they concentrate on this 
rather than on the words, which are 
more important to the _ sponsor. 
There isn’t time in an _ industrial 
show, as there is in a musical 
comedy, to establish a new tune. 
So songs like “Love and Marriage,” 
“Let’s Make a Miracle,” “Every- 
thing’s Coming Up Roses,’ and 
“Carolina in the Morning” are 
adapted for this kind of presenta- 
tion. 


> It’s a lot of work, developing this 
kind of presentation, and it isn’t 
cheap. The total cost to Dow, in- 
cluding the presentation, the hotel 
costs for the three-day meeting, 
and the transportation of the 200 
or so principals of the 85 food 
brokers who cover the United 
States and Canada, is not available, 
but it probably ran close to $500,- 
000. Some of this, of course, would 
be a necessary expense on intro- 
ducing a new product. If there were 
not a single national introductory 
meeting, then there would have to 
be either a series of regional meet- 
ings, or key people would have to 
spend a good deal of time visiting 
individual brokers and telling the 
same story over and over again. 

The food brokers were impressed. 
They admitted that the bare facts 
might have been crammed into a 
single day; some even said an after- 
noon—but all who were questioned 
felt that they had learned more 
about the product in this relaxed 
fashion. In addition, the goodwill 
towards Dow had been built up by 
the hospitable role which the com- 
pany played. 

The next step was to get the 
product on the shelves of as many 
supermarkets as possible by Oc- 
tober 1, when the product promo- 
tion broke with ads in Life, Look, 
Woman’s Day, Family Circle, busi- 
ness papers, radio and television. 
These will tend to build public 
knowledge, curiosity and, Dow 
hopes, demand. If distribution is 
high enough, the demand can be 
satisfied, and a new product will 
be on its way. 44 
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Univers, anew concept in type design, 
was created to meet the growing need 
for consistency, unity and identity 

in modern design for printing. 

All of the 21 variants in Univers stem 
from a single basic design, and the entire 
series was worked out to the last detail 
before a single matrix was cut. 

Through this approach, the well-known 
Swiss designer Adrian Frutiger has 
created a unique and total type concept. 
The first Univers series will be available 
from ATF Type Dealers within a few 
months. 


American Type Founders 
200 Elmora Ave., Elizabeth, New Jersey 
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the TAPE i 
that gets 
displays up | 


easy-as-pie! | 


kleen-stik" pD U B | - § Tl K 


2-Sided (Presacere Cenaétive Tape 


RECIPE for dealer preference for your P.O.P. material: design and pro- 
duce the most attractive displays possible ...tie-them in with a powerful 
national promotion . . . then add DUBL-STIK to guarantee they'll get up! 
... DUBL-STIK is the double-sided self-sticking tape—a thin, tough film 
coated on both sides with extra-strong KLEEN-STIK adhesive. Easily ap- 
plied by hand or automatic applicator, it bonds instantly to practically any 
material ... holds up even relatively heavy displays. 


Double the Pressure-Sensitive Benefits of KLEEN-STIK! 


® Needs no water, glue, tacks, staples, etc. © Waterproof and invisible when applied. 


® Easy to put up —just apply tape, peel ® Resists temperature changes from —20° 
off backing, press in place. to 220°F. 


Excludiue “Finger-Flip" Edge 


for Fast, Easy Application | 


Vi) side for samples and information on DUBL-STIK 
and other Kleen-Stik pressure-sensitive products. 


7300 W. Wilson Ave. © Chicago 31, Ill. 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
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How One Agency 
Approaches 


with two specific campaigns as examples. 


By Peter H. Whelen 

Director of Merchandising 

& Sales Promotion 

F. H. Hayhurst Co. Ltd., Advertising 
Toronto 


Realizing the importance of a 
completely integrated marketing 
program designed to move mer- 
chandise, F. H. Hayhurst Co. Ltd., 
Toronto and Montreal, took steps to 
establish a merchandising and sales 
promotion service for its clients 
that would provide “collateral ad- 
vertising” direction and advice to 
assure full value from the use of 
print and electronic advertising 
media. 

From the very first day, all of 
our merchandising and sales pro- 
motion efforts were directed to- 
wards getting the message to both 
clients and account executives too, 
that there is no magic in advertis- 
ing unless it carries through to the 
point-of-sale. We recognized that 
most of our clients’ advertising pro- 
grams needed a stronger emphasis 
on promotion. We felt that there 
are few more important uses of 
good art and good copy, and an 
agency’s best creative talent, than 
in the area of developing imagina- 
tive, but sound and practical, mer- 
chandising and promotional pro- 
grams. Here was a way to insure 
that our clients would get the most 
from their advertising budget in- 
vestments by providing qualified 
advice and service. 

Every campaign starts with the 
media advertising, but once the 


Advertising and 
»- Sales Promotion 


The sales promotion man for a leading Canadian agency 
gives his company’s way of handling client needs, 


copy platform and the art treat- 
ment have been established by the 
creative group, the merchandising 
and sales promotion department 
will analyze the approach and de- 
velop recommendations for a com- 
pletely integrated marketing pro- 
gram. For example, the Aylmer 
“Can-Can Carnival” (“Aylmer” is 
the trade name of Canadian Can- 
ners Ltd., a division of California 
Packers Inc.), the Philco “Be A 
Two-Set Family For The Price Of 
One!” plan, and the Visking “East- 
er Ham Promotion” were merchan- 
dising programs developed exclu- 
sively for the Canadian market, 
carrying out the theme established 
for the national advertising in the 
dealer advertising, store and win- 
dow displays, mailing pieces, pre- 
miums, price cards, and even in 
convention and sales meeting pres- 
entations! 


Appealing P.O.P. 
Philco’s ad manager, 
John Butler, with an 
assist from model 
Pam D’Orsay, explains 
the point-of-purchase 
materials ata & ) 

distributor meeting. 


> The Philco “Be A Two-Set Fam- 
ily” plan was designed to open up 
an unexploited market for Philco 
television products and to expand 
distribution by attracting new deal- 
ers to the Philco franchise by pro- 
viding the dealers with the most 
startling and effective promotional 
campaign in this competitive radio- 
tv-appliance industry. 

The trend towards two cars, two 
radios, two telephones and pairs of 
other conveniences now considered 
essential to modern living sug- 
gested that two television sets in 
every home was a valid objective, 
particularly when viewed in the 
light of the true trade-in value of 
older tv sets. 

According to the offer, if a con- 
sumer who now owns a television 
set buys any one of the new Philco 
tv sets, the dealer will put his 
present set in good working order 
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and install a splitter box for two 
channel reception, all free of 
charge. This means, in effect, that 
the consumer will now have two 
sets in good working condition, all 
for the price of one new Philco. 

The theme, “Be A Two-Set 
Family For The Price Of One,” 
was incorporated in a complete in- 
store and window display program 
along with trade ads, consumer ads, 
direct mail pieces, special service 
cards and an integrated national 
sales convention to introduce the 
whole program to the key Philco 
distributor principals and salesmen. 
The pieces in the window display 
included vertical window panels 
carrying out the theme of the pro- 
motion and designed to frame the 
sides of the dealer window, window 
spots highlighting the six most im- 
portant selling features of the new 
sets, a theme banner prominently 
featuring the theme and designed 
to go across the top of the dealers’ 
windows, over-the-wire hangers 
for use in the store or in the win- 
dow, pole displays featuring the 
theme and designed for prominent 
aisle display in the store, antenna 
flags, price tags, radio scripts, re- 
tail ad layouts, and an instruction 
sheet showing the dealer in a sim- 
ple way how to make this mer- 
chandising program work for him. 

Trade advertising appeared in 
French and English books, followed 
by consumer advertising in leading 
magazines and newspapers, strong- 
ly supporting the theme. In order 
to make this advertising “pay off” 
at the dealer level, blow-ups of the 
4-color magazine advertisement 
were supplied to all Philco dealers 
for use as window banners or wall 
charts. Copies of the magazines 
carrying the ads were merchan- 
dised to the trade. 

Prior to the receipt of the indi- 
vidual display packages, a flyer was 
sent out outlining the entire pro- 
motion, still other letters followed 
a few days after the display, alert- 
ing the dealer to the display and 
possibilities for increased sales and 


French-Style Promotion . 


What the Merchandising & Sales Promotion 
Department Does 


Point-of-purchase store displays 
Window displays 

Incentive programs 

Sales literature and direct mail 
Dealer promotions 

Premiums 

Coupon plans 

Sales conferences and conventions 


profits through the use of this pro- 
gram. 

Each dealer was provided with 
a quantity of special service cards 
to enable him to receive prompt 
payment for installing the splitter 
boxes and servicing the second sets. 
All material for the promotion was 
sent directly to the retailer and this 
freed the distributor from bother- 
some “shipping of display details” 
and allowed him to devote full time 
to selling. 

No program is complete unless 
that all-important ingredient “en- 
thusiasm” is generated among 
the sales force in the field. For 
Philco, this was accomplished at a 
national sales convention in Toron- 
to, attended by all distributors from 
coast-to-coast, who were presented 
with the fully integrated “Be A 
Two-Set Family” program in a 
two-day convention which was co- 
ordinated by the F. H. Hayhurst 
Co. Ltd. for Philco. 


> The Aylmer “Can-Can Carnival” 
is one of a series of store-wide dis- 
play and merchandising programs 
which promotes and sells all prod- 
ucts carried by the store, while at 
the same time, giving extra empha- 
sis to the display and promotion of 
Aylmer canned food products, as 
well as just the display itself. Re- 
quirements for this program called 
for assistance to the detail men and 
the direct men in selling the pro- 
gram to the retail grocery trade, 
and to provide a program which 
would be readily adaptable and ac- 
ceptable to the ‘“Mom-and-Pop” 


Get these 
HIGH-STEPPING VALUES 
in our 


AYLMER 
GCAINECAING 


. . The Can-Can art, shown here as art prepared for local 


dealer use, was also used, in full-color, in point-of-purchase material as well as in na- 


tional magazine advertising. 
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Exhibits 

Audio-visual programs 
Training aids 

Signs 

Pricing 

Packaging 

Tie-in programs 
“Deals”’ 


grocery stores as well as the giant 
corporate food supermarkets. The 
program had to be adaptable to 
both French and English-speaking 
Canada and provide a relationship 
between the in-store material and 
the over-all selling effort of the 
men, as well as the trade advertis- 
ing and the consumer advertising. 

The full-color national magazine 
advertising for the Aylmer “Can- 
Can Carnival” features the provoc- 
ative headline “Ooh-la-la, Ladies! 
What a Gay Array of Values 
Awaits You in the Aylmer Can- 
Can Carnival” and _ prominently 
illustrates some of the leading Ayl- 
mer food products with a dominat- 
ing French art treatment. 

The theme of the national adver- 
tising is carried into the retail store 
with “Can-Can Carnival” display 
material, including dump bins with 
backboards, over-the-wire hangers, 
mobiles, theme banners, case wrap- 
arounds, shelf talkers, and price 
cards—all designed to help the re- 
tail grocer stage a bang-up, store- 
wide sales event. The display ma- 
terial was described in detail in 
trade newspaper advertising to the 
grocery trade and in direct mail 
pieces which were sent to all gro- 
cers across Canada, along with oth- 
er direct mail pieces covering the 
national magazine advertising. 

The direct men and the detail 
men were told to “Get set for high- 
stepping sales with the Aylmer 
Can-Can Carnival” and each man 
was provided wit a quantity of 
“reservation for promotion” sheets 
for scheduling individual displays 
and promotional programs in indi- 
vidual stores. 

Newspaper mats were available 
carrying out the over-all “Can- 
Can Carnival” theme, with a choice 
of five different sizes and designs 
to help carry the “Can-Can Carni- 
val” excitement into the retail 
newspaper advertising. 

According to John Foss, adver- 
tising manager, Canadian Canners 
Ltd., “The Can-Can carnival is just 
one more in a series of very suc- 
cessful store-wide merchandising 
events which have been prepared 
by the close co-operation of our 
advertising agency with us.” 44 





Were you scared? And how! But you 


were going to ride that bike no matter 


how many hours—and bruises—it took. 


friends. You, your bike—and your pride. 
That buoyant sense of pride is still 
with you. Didn’t you feel it when that 


last job came off the press looking like 
a million bucks? 


And then it happened. 

Your father let go and you were on 
your own. You stopped wobbling. You 
picked up speed. And you were riding, 


riding, riding! Down the block. Past your 


And don’t you think we feel it, too, 


knowing that our good papers help make 
your good printing possible? 
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Lithographed on a 52 x 77 Harris 4 color press 30 up at 4,000 
IPH. Color sequence was yellow, red, blue, black. Press plates 
were deep etch aluminum from 175 line screen positives. 


Life-like beauty with 


all new, brighter white 


ATLANTIC OPAQUE 


New, sparkling white ATLANTIC OPAQUE provides an unusually bril- 


liant background—gives extra beauty to color illustrations, makes 


type sharper, more readable. New ATLANTIC OPAQUE is stronger, too, 


for neater folds, precise die-cuts, longer life. Uniform caliper and 


smooth, even surface mean faster production on high speed presses. 


And—you can print on both sides, even with lighter weights. Choose 


from Regular, Vellum and Deep Etch Finishes. For the perfect 


match-mate, use ATLANTIC OPAQUE COVER. 


ALABAMA 


BIRMINCHAM 
Sloan Paper Company 


SONNECTICUT 


BRIDGEPORT 

Lott-Merlin, Inc. 

EAST HARTFORD 

John Carter & Co., Inc. 

NEW HAVEN 

Whitney-Anderson 
Paper Co., Inc. 

STAMFORD 

Lott-Merlin, Inc. 


FLORIDA 


MIAMI 
Coronet Paper Products Co. 


Southeastern Paper & Supply Co. 


GEORGIA 


ATLANTA 
Sloan Paper Company 


ILLINOIS 


FRANCHISED 


EASTERN 


CHICAGO 

Dwight Brothers Paper Co. 
Reliable Paper Company 
Empire Paper Company 


INDIANA 


MERCHANTS 


FORT WAYNE 

The Milleraft Paper Co. 
INDIANAPOLIS 

Indiana Paper Co., Inc. 
MacCollum Paper Co., Inc. 


KENTUCKY 


LOUISVILLE 
The Rowland Paper Co., Inc. 


LOUISIANA 


NEW ORLEANS 
Alco Paper Co., Inc. 


MAINE 


PORTLAND 
C. H. Robinson Co. 


MARYLAND 


BALTIMORE 
Garrett-Buchanan Co. 


MASSACHUSETTS 


BOSTON 
John Carter & Co., Inc. 
The Century Paper Co., Inc. 
Von Olker-Snell Paper Co. 
SPRINGFIELD 
Whitney-Anderson 

Paper Co., Inc. 
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EASTERN FINE PAPER AND PULP DIVISION 
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WORCESTER 
Butler-Dearden 
Paper Service, Inc. 


MICHIGAN 
DETROIT 
Chope-Stevens Paper Co. 


MISSOURI 
KANSAS CITY 
Wertgame Paper Co. 
ST. LOUIS 
Shaughnessy-Kniep-Hawe 
Paper Co. 
SPRINGFIELD 
Wertgame Paper Co. 


NEW HAMPSHIRE 
CONCORD 
John Carter & Co., Inc. 
MANCHESTER 
C. H. Robinson Co. 


NEW JERSEY 
NEWARK 
Central Paper Co. 
TRENTON 
Central Paper Co. 


NEW YORK 
ALBANY 
W.H. Smith Paper Corp. 
BUFFALO 
Franklin-Cowan Paper Co. 
JAMESTOWN 
The Milleraft Paper Co. 
NEW YORK 
Bergman Paper Corp. 
Duplicating Papers, Inc. 
Inter-City Paper Co. 
Majestic Paper Corp. 
Geo. W. Millar & Co., Inc. 
Milton Paper Co., Inc. 
Pohlman Paper Co., Inc. 
ROCHESTER 


Genessee Valley Paper Co., Inc. 


NORTH CAROLINA 
HICKORY 
Snyder Paper Corp. 
HIGH POINT 
Snyder Paper Corp. 
CHARLOTTE 
Snyder Paper Corp. 


OHIO 
AKRON 
The Millcraft Paper Co. 


CINCINNATI 

The Johnston Paper Co. 
Merchants Paper Co. 
CLEVELAND 

The Millcraft Paper Co. 
COLUMBUS 

Sterling Paper Co. 
MANSFIELD 

Sterling Paper Co. 
TOLEDO 

The Millcraft Paper Co. 


PENNSYLVANIA 
ALLENTOWN 
Kemmerer Paper Company 
LANCASTER 
Garrett-Buchanan Co 
PHILADELPHIA 
Garrett-Buchanan Co. 
Molten Paper Co. 
PITTSBURGH 
The Darragh Paper Co. 
READING 
Garrett-Buchanan Co. 


RHODE ISLAND 
PROVIDENCE 
Narragansett Paper Co. 
John Carter & Co., Inc. 

TENNESSEE 
CHATTANOOGA 
Sloan Paper Company 


TEXAS 
DALLAS 
Olmsted-Kirk Company 
FORT WORTH 
Olmsted-Kirk Company 
HOUSTON 
L. S. Bosworth Co., Inc. 
Olmsted-Kirk Company 
WACO 
Olmsted-Kirk Company 
VIRGINIA 
RICHMOND 
Virginia Paper Co. 
WASHINGTON, D. C. 
Virginia Paper Co. 
WISCONSIN 
MILWAUKEE 
Reliable Paper Co. 


MONTREAL, P. Q., CANADA 


Lauzier Paper Limited 


TORONTO, ONT., CANADA 
General Paper Company 
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By Morris L. Rosenblum 
Creative Advertising Administrator 
Macy’s, New York 


You’ve heard the word “image” 
often in discussions of newspaper 
advertising techniques for retail 
stores. In the last few years, it has 
appeared in almost every publica- 
tion and on the agenda of every 
important convention. Image is not 
an extra that’s superimposed. It’s 
a part and parcel of everything you 
do in advertising. 

Let’s call image by its first name. 
In a store, it is plainly called “an 
advertising style.” 


> There are two schools of thought 
about store advertising style. One 
group recommends “the policy of 
consistency Every ad, they 
say, should reflect the spirit of every 
other ad—to help you build one 
kind of image. Another group rec- 
ommends .. . “a policy of innova- 
tion.” Every ad different in style 
and different in character. This 
builds, they say, “an image of drama 
and excitement for a store.” Are 
the two schools of thought diametri- 
cally opposed? No. Either one or 
the other or a combination of both 
can help create a store image. 

The paramount consideration, as 
I see it, is the need for a policy of 
“planned continuity.” 

Obviously, the more advertising 
a store uses, the more opportunity 
the store has to use both con- 
sistency and innovation. The less 


This article is adapted from a speech de- 
livered at the Phoenix, Ariz., sales pro- 
motion conference of the Natl. Retail Mer- 
chants Assn. 


er Newspaper Ads 


These hints from an expert 
ULM, A eee a 
impact from your ads 


Newspaper Space . . . Next to your store 
location, newspaper space is the most 
valuable real estate you can buy. Con- 
sistency in the use and shape of the 
space can be the first important ingre- 
dient for continuity in maintaining a 
store style. 


advertising a store uses, the harder 
the ads have to work to create a 
character image for the store. 


> We now have one element of the 
formula to create a store style. The 
element is called “consistency.” 
Here are others: 


Different . . A store advertising 
style should be as different from 
your competition, as your store is 
different. 


Better .. An advertising style that’s 
better than the one you had before 
and better than your competition. 


Since better is a relative word... 
the judgment of what is better must 
be based on your own experience. 


Flexible . . A store style that al- 
lows you to advertise any kind of 
merchandise at any time of the year 
and for both sale and 
events. 


non-sale 


Vigorous . . This does not mean 


Typography . . . Over a thousand dif- 
ferent typefaces and infinite possible 
combinations but type has to be 
used as an important ingredient, and 
not “‘Oh, we've got to get some copy 
in the ad.’’ The copy in an ad is im 
portant. How important? Try watching 
your tv screen with the sound turned off 
. you won’t understand what’s going 
on ; it's the same with a newspaper 
ad. A picture is worth a thousand words? 
Sure, but could you show on demand a 
picture that says “60% Nylon, 35% 
Cotton and 5% other fibers’’? 
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Advertising Style 1 . . . The abstract ort 
border style is borrowed from the fine 
painting style of Mondrian. It offers 
complete art and copy flexibility as this 
style can be used for both art and 
photography. 
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Artwork . . . Drawings, photographs and 
combination of both . . . Art styles as 
varied as your imagination. 


Signature Cut . . . Important? Yes, but 
this is only one ingredient of store style. 
It is almost axiomatic that the first ele- 
ment to be changed when creating a 
new style is your signature cut . . 

don’t. It’s not necessarily the signature 
cut that’s wrong. It’s how you use it. 


People—Creativity and tenacity . . . The 
proper job cannot be done without peo- 
ple. Creative people with the backing of 
good administration deciding on a pol- 
icy and stubbornly helping to maintain 
it can create a store advertising style. 


Advertising Style 2 . . . Art style based on 
scale. Strong contrast of size of art 
in relation to amount and size of text. 
Very little compromise can be made in 
this style as the relationship of art to 
type must be maintained or the style 
is lost. Another important factor: the 
artwork must be good. 


that your store advertising style 
should be black or buck eye. It 
does mean that it should have a 
positive quality not wishy- 
washy. 


Within reason as to expense. . 
Obviously, a store adveriising style 
that’s based on an expensive tech- 
nique is not practical. 


Simple . . Not complex, a store 
style should not draw attention to 
itself, but should help get the mes- 
sage read. 


Teachable to others .. If your 


rare genius leaves and takes his 
personal style with him, you’re in 


Advertising Style 3 . . . Copy emphasis 
style . . . very seldom used by stores 
but it is a style of great value and if 
you think that this style won’t get read 
and sell merchandise (if the copy is 
good) you can be mistaken. This can 
be a very unusual and productive store 
style. 
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3 N | typographers, inc. 


22 East Illinois Street / Chicago 11, Illinois 


960 W. 12th Street / Los Angeles 15, California 
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VERSATILE 


IN 

CONDENSED 
REGULAR 
EXTENDED 
BOLD 

BOLD EXT. 


S 
0 
7 
0 
a 
7 
b 
< 
Ss 
D 


FROM NEBIOLO,ITALY'S LEADING 
TYPEFOUNDRY, COMES MICROGRAMMA, 
A FRESH SANS SERIF: SQUARE IN FEEL- 
ING, STRONG YET SUBTLE IN ITS SUNNY 
MEDITERRANEAN GRACE. CONDENSED, 
REGULAR WITH BOLD, EXPANDED WITH 
BOLD. SIZES 6 TO 36. SEND FOR SHOW- 
ING OF BEAUTIFUL NEBIOLO TYPES, 
AVAILABLE FROM AMERICA'S LEADING 


IMPORTER OF EUROPEAN TYPES: 
AMSTERDAM 

CONTINENTAL TYPES 

& GRAPHIC EQUIPMENT, INC. 


276 PARK AVENUE SO., NEW YORK 10, N.Y. 
SPRING 7-4980 


, 
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Advertising Style 4 . . . The illustrative 
style, again depending on good artwork. 
This can be a complete contrast with 
stores that use figures in silhouet. 


trouble. The style must be teach- 
able to others. 


Long-lived . . A store style must 
be able to withstand the rigors of 
time and change with the times, and 
still maintain its individual char- 


Walbaum Available 
on U.S. Point Body 


The original Walbaum type fam- 
ily is now available in New York 
on standard American point body, 
according to an announcement made 
by Amsterdam Continental Types 
& Graphic Equipment Inc., import- 
ers and distributors. 

Designed and manufactured by 
the H. Berthold Foundry, Berlin 
and Stuttgart, the modern Walbaum 
is available in regular weight, 6 to 
48 point; italics, 6-30 point; and semi- 
bold, 6-36 point. Each style also 
offers small and large 10 point sizes. 

Designed by Justus Erich Wal- 
baum, the faces in the series have 
long been favored by designers and 
graphic artists, according to Am- 
sterdam literature. Until now, it has 
been imported on European Didot 
body. 

Specimen sheets are available. 
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Nine Point Available for 
Justowriter Composition 
Of interest to advertising, direct 


mail, art and publishing concerns is 
the announcement by Friden Inc., 


Advertising Style 5 . . . Exciting shape 
or dimension is the key to this one. A 
decorative and distinctive style that acts 
as a frame for any type of merchandise. 
One that will stand out in the newspaper 
—one that can remain definitely yours. 


acteristics. 


Reproducible . . Newspapers have 
made great progress in engraving 
and printing, but even they have 
limitations. Don’t create a style that 
your newspaper cannot print. 44 


San Leandro, Cal., that its new Gal- 
vin 9-pt is now available for its 
Justowriter automatic tape-operated 
composing machine. 


Composition on the Justowriter is the easiest and fastest 
method of obtaining justified lines of type for photographic 
reproduction, A standard typewriter keyboard with elec- 
trically powered type bars combined with a light which 
indicates when justification is possible reduces the work 


of the operator to a minimum. 


Galvin 9 permits pasteups to be 
made directly with Justowriter-pre- 
pared reproduction proof copy with- 
out intermediate photoenlarging or 
reproduction proof copy without in- 
termediate photoenlarging or re- 
duction to 9 pt., Friden said, adding 
that offset duplicator masters can 
be set in 9 pt., not previously avail- 
able on the Justowriter. 44 


System Designed to 
Control Art Materials 


The Job-N-Velope Co., 154 Nas- 
sau St., New York 38, has an- 
nounced a system designed for con- 
trolling and keeping together all 
materials while they are in work in 
art studios and departments, adver- 
tising agencies and departments, de- 
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NOW IMAGINE YOUR STORY ON ALCOA FOIL 


Chalk this up as gospel: your advertisement printed on Alcoa® 

Foil will top all your previous records for visibility and 
readership. No guesswork. The reader can't miss a foil page 

(as you didn't miss the other side of this). A foil page sparkles, 


lights up... stirs any latent impulse to buy, ask questions. 


Don't stop with space advertising. Alcoa Foil is a versatile 
printing surface .. . stimulating in packaging, spectacular on 
outdoor boards .. . a sure escape from the humdrum in mailing 
pieces, point-of-sale displays, brochures, annual reports, 
publication covers. 


Alcoa Foil takes process or solid colors, any number 
transparent or opaque inks .. . line or halftone. At your command 


is an infinite range of colors by overlapping transparent inks. 


Emboss foil—broad area or fine work—as much as 1/16 in. 
Choose a shiny or satiny surface by laminating either dull or 
shiny side of foil to the backing paper. Or use aluminum 


inks on the shiny side for a bright-dull effect. 


This insert is .00035 in. aluminum foil backed on 70-lb, 
two-side-coated stock, equivalent in bulk to about 80-lb 
publication book enamel. 


Many printers today are skilled with foil. They employ every 
known printing method, use standard printing equipment at regular 


speeds. Stock can go through the press any number of times. 


If you're looking for more impact in print, ask Alcoa for more 
information about aluminum foil. Write Aluminum Company of 


America, 1672-L Alcoa Building, Pittsburgh 19, Pa. 


ALCOA ALUMINUM 


INDUSTRIAL FOIL 





sign studios, silk screen shops, print- 
ing and lithographing plants, and 
offices of engineers and architects. 

The system consists of re-usable 
job envelopes, filing racks and job 
tickets. 

The envelope is 23x1614” and is 
constructed of heavyweight rein- 
forced red rope stock. Two brass 
eyelets hold a prong fastener to 


which is attached the job ticket. 

Racks are made of channel steel 
finished in gray and are designed 
to hold 100 or more of the enve- 
lopes while the job ticket, 8x11”, 
are made of heavy white stock. They 
contain almost 200 spaces for en- 
tering time, costs and other produc- 
tion and billing data. 

The envelopes sell for $21.25 per 
package of 25, or $85 for a carton of 
100. Racks sell at $14.95 each; job 
tickets for $9.50 per box of 500. 

The products are being sold 
through art material dealers. 44 


48-Point Reverse Type 
Offered for Ludlow Use 


Service Engravers, New York, 
has announced that it has added 48 
pt. reverse type for casting on the 
Ludlow. It was previously available 
in sizes from 12 to 36 point. 

Users can, according to the New 
York company, set in reverse, with- 
out the use of costly cuts, any job 
as quickly as any other font in the 
Ludlow cabinet using these reverse 
matrices. 
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Quillo Handlettering 
Adds 17 New Styles 


Available from Advertising Aids 
Co., Minneapolis, Minn., is a cata- 
log showing 17 new styles of Quillo 
handlettering alphabets. 

The alphabets and numerals are 
printed on a clear, transparent, self- 
adhesive acetate sheets and, ac- 
cording to Advertising Aids, all 
characters fit together automatically 
with no cutting away or retouching 
required. 
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The mechanical limitations 

of metal type are removed with 
Warwick Fotosetter typesetting 
consequently all script types 
are sharp, clean, close-fitting 
ind uniform in quality. 


The next time your requirements 
call for script type face, try 
Warwick Fotosetter . . . you’ll 

be delighted with the charm and 
beauty of these traditional styles. 
Send for a film sample of this 
amazing new method of typesetting. 


WARWICK 


TYPOGRAPHERS 


920 Washington Avenue 
St. Louis 1, Missouri 


overnight by air service 
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AMETCO VIRGIN-VINYL 


3-RING BINDERS 
AS LOW S BAG LOTS OF 1000 


An AMETCO quality binder with individually- 
designed cover will magnify the effectiveness of 
your sales catalogs, presentations, sample books, 
price manuals or sales-promotion literature. 


Write for free literature, including quantity 
prices, styles, colors. 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenve e¢ Pittsburgh 19, Pa. 
Typical binder, prepared for leading corporation, 
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\ printer gives some sage advice 
on cutting some of the fat from 


your composition bills. 


By Charles H. Crandall 
Asst. Advertising Manager 
Stein Printing Co. 

Atlanta 


From time to time, ad agencies 
and other printing customers lock 
horns with printing companies over 
misinterpreted copy, layout direc- 
tions and charges for alterations. 
Occasionally, the fault lies with the 
printer, but more often the customer 
is the culprit. 

It is a rare week that printing 
houses do not get at least one job 
which requires extensive revision 
before it is set and subsequent al- 
terations when the proofs are re- 
turned from the customer. 

This is unfortunate, for a few 
minutes of cursory examination by 
the customer often could save him 
considerable money and sometimes 
more critically important time. 


> It is difficult to explain to a cus- 
tomer the additional charges for 
“customer alterations and revisions.” 
He was quoted a price on his job by 
the printing salesman, and when the 
figure mounts out of proportion, he 
demands an explanation. The simple 
fact is that it is cheaper by far to 
revise typewritten copy than to make 
corrections on proofs. 
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Contrary to what many buyers of 
printing believe, it is not necessary 
to select the precise typeface for a 
job. Typographers worth their salt 
are very capable in this direction. 
Years of experience and training go 
into the production of tasteful, effec- 
tive typography; it isn’t the result of 
haphazard, hit-and-miss procedures. 
More than in any other business, 
the typographer has his customer’s 
interests at heart. Each typographer 
endeavors to produce the most at- 
tractive, effective and satisfactory 
job that is within his power. 

A major problem facing many 
typographers is one that must be 
handled with a great deal of di- 
plomacy: how to tell a customer 
who has no knowledge of printing 
that he shouldn’t use his own judg- 
ment in selecting typefaces, etc., but 
should call in an expert. This prob- 
lem has the same implications as the 
one of a man who diagnoses his ail- 
ments instead of going to a doctor. 


> Some of the errors of judgment 
committed by inexperienced cus- 
tomers are: 


1. Too many typefaces . . . Years 
ago, the trend seemed to be toward 
flamboyancy and exhibitionism. A 
plethora of faces was crammed into 
each ad. The end result was gaudy 
and grotesque; 


2. Indiscriminate use of italics . . 
Italics are used primarily for em- 
phasis. A too liberal use of italics 
detracts from their attention-getting 
power; 


3. Measures too wide for type size 


do you really LIKE to 
pay extra type charges? 


- Small type should never be 
strung across the entire length of a 
page. It is difficult to read and loses 
the intended effect; 


4. Type too large for space indicated 
... This is parallel to error number 
one. Large type loses its impact if 
crowded into a cramped area; 


5. Display lines lack harmony with 
message ... That is a manifold er- 
ror, and one that nearly every un- 
initiated customer makes. There are 
faces that should be used with dis- 
cretion to advertise certain items. 
The taboos are too numerous to 
mention, and only an expert on 
typography is qualified to select the 
face to be used for a particular job. 

Another factor is deciding when 
to use all caps in headings, caps 
and lower case, and all lower case. 
Again, the decision should be left to 
the expert. He has the talent to in- 
tegrate the faces and the message to 
produce a tasteful, dynamic result; 


6. Illegible, handwritten and an- 
notated copy . . . Copy should be 
neatly typewritten, preferably on 
white paper measuring 84x11”, and 
never handwritten. An ideal meas- 
ure for easy typesetting is 120 char- 
acters to a line, or 30 picas. Care 
should be taken to make certain 
that all words are spelled correctly, 
capitalization is used where desired, 
italics are clearly indicated, as well 
as bold face and underlined words, 
and that punctuation is placed where 
required. Only those notations nec- 
essary for correct interpretation of 
copy should be written on copy. A 
wealth of sometimes cryptic notes 





LINOTYPE STYLE 


This shape is made of strokes from the drawings 
of Fairfield Medium. Their elegance derives from 
the sensitive hand and eye of Rudolph Ruzicka; 
they lie behind the delicacy of the lines you are 
reading. Fairfield Medium is an original Linotype 
design; it is familiar because its quality and 
Linotype operating economy have made it an 
American classic. For a specimen of Fairfield 
Medium write to the Mergenthaler Linotype 
Company, 29 Ryerson St., Brooklyn 5, New York. 
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| by the customer, in addition to the 
| printer’s mark-up, confuses more 
| than clarifies. 


YOU'RE 
DOLLARS and DAYS 


Like Modern, Fotoline 
Says of Beatnik Series 


AHEAD 


When You Duplicate 
Process Originals 
with 


SOLID-COPPER 
HANSONTYPES 


for 


Publication Molding 


You get Hansontypes for only 
about one-third the average 
cost of engraver-made dupli- 
cates of process originals 

. you get the quality of 
originals . . . and in only two 
working days. Phone or 
write for more information. 


HANSON COMPANY 


9th & Sansom Sts., Phila. 7 WAlInut 2-5567 
% 


4s 
PP.” 
ny “4 oo 
The PROGRESS + HANSON * PROGRESSIVE Group 
One of America’s Most Complete 
Graphic Arts Organizat ons 


Philadelphia - New York - Newark - Lancaster 
Wilmington - Baltimore - Washington - Richmond 





A. MODEL J & H VISUALIZERS. For 
copy of objects. Image instantly 
projected on tissue or Bristol 
Board. Eniarging or reducing by 
calibrated dials in seconds. 4 
times enlargement or reduction. 

B. ROYAL UPRIGHT VISUALIZER & 
ART AID. For limited floor space 
yet full size working area. Floor 
space only 27°«29", height 43”, 
4 times enlargement or reduc- 
tion. 


C. CROMWELL ANGLE VISUALIZER, 
Smali, compact, only 21” x 37” 
floor space, yet combines al! im- 
portant features of larger model. 
400% enlargement or reduction 

D. COROWET DESK TOP VISUALIZER. Send for Catelog G 

LACEY-LUC! PRODUCTS, INC. 

3) Central Ave. * Newark 2, N. J. 


DEALERS: Choice Territories Open 


enlargement of reduction. 
VISUALIZERS FROM $177 UP 


Promotion Men! 


IN SECONDS! 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn. 
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_> Perhaps this all seems fundamen- 


tal, but these are only a few of the 
errors that can be found even in 
copy from “prestige” ad agencies 
and business firms all over the 
country. 

If the following three points are 
followed religiously by customers 
of printing houses, their jobs will be 
more speedily completed with a rep- 
resentative saving in time and mon- 
ey: 


| 1. A final check should always be 


made to determine whether or not 
all copy has been included before 
the job is sent to the printer; 


2. Never leave irnportant particu- 
lars to the judgment of the printer. 
If you have specific instructions on 
your job, write them down. An old 
axiom in the printing and newspa- 
per fields is follow the copy, even if 
it goes out the window. 


3. Finally, and most important, copy 
should be given a final reading by a 
person with a good working knowl- 
edge of printing and/or whose forte 
is English (grammar, sentence 
structure, punctuation, etc.). 44 


| Typro Type, Lettering 
_ Described in Catalog 


Typro type and lettering available 
from Halber Corp., Chicago, is de- 
scribed in a catalog being offered. 


RIGHT 


The power-driven Typro is a pre- 
cision-engineered photo lettering 


| machine that composes display type 


and lettering. Characters are se- 


| lected from film fonts which come in 
| a range of sizes from 6 to 144 point. 


CANNON 


According to Halber literature, as ; 


many as 15 fonts can be in the ma- 
chine at one time, and interchanged 


| rapidly. The power drive is capable 


of changing from one font to an- 
other. 
- « « for more details circle 1111, page 139 


A style sheet showing examples of 
its “Beatnik Series” has been pre- 
pared by Fotoline Inc., Chicago. 


CREATIVE 


The handlettered styles have in- 
dividual letters of varying values in 
spacing and length. 

The “Beatnik” series is said by 
Fotolines to give unusual, modern 
headings. 

Copies of the folder are available. 
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Brochure Shows Use of 
Bodoni as Headletter 


To show the effectiveness of 
Bodoni as a headline type, the Mer- 
genthaler Linotype Co., Brooklyn, 
has prepared a brochure “Headlines 
from the Keyboard (Bodoni edi- 
tion).” 

It is the Mergenthaler contention 
that although Bodoni was designed 
by a contemporary of Benjamin 
Franklin, it is still “the” modern 
Roman and the headletter for some 
of the most modernly-styled news- 
papers in the world. 

The folder shows 42 basic head- 
line forms in 1-, 2- and 3-column 
measure. All are keyboarded from 
main magazines, using only four 
fonts. The expansion of this head- 
line, using the same fonts, can easily 
double this number. 

The brochure suggests additional 
fonts, for special needs, to harmon- 
ize with the basic schedule. 

Copies of the brochure are avail- 
able. 
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Pencils Designed for 
Use in Picture Coloring 


Colored layouts are possible 
through the use of Photo-Painting 
Pencils, a product of the John G. 
Marshall Mfg. Co. Inc., 167 N. 9th 
St. Brooklyn. 

According to the company, the 
pencils can be used to color snap- 
shots, photos and Polaroid Land 
prints. 

Pencils are avialable in a wide 
range of colors, ranging from deli- 
cate pink through magenta. They 
are available at camera, art, hobby, 
drug and stationary stores in color- 
ing kits, priced at $1.98. 44 





anew way to SO — 


— Offset 


Champion’s newest, busiest utility offset sheet 


THE CHAMPION PAPER AND FIBRE COMPANY, Hamiiton, Ohio 





Pinehurst 


Prints,embosses, folds like sheets costing much more! 


Here’s a new way to go on a small budget— 
new Pinehurst Offset by Champion. Ideal for 
a wide variety of uses, including travel folders, 
maps and brochures, new Pinehurst Offset has 
been quality-tested, quality-controlled to ex- 
ceed all your requirements for a utility offset 
sheet. Fold it. Emboss it. Print black and white, 
duotone, four-color or up to six colors on it at 
top speeds (up to 7,000 impressions per hour). 


Pinehurst Offset’s bright white surface assures 


crisp, clear reproduction, high opacity holds 
show-through to a minimum. High “pick” re- 
sistance and good dimensional stability mean 
faster press runs—fewer press stops. 


in 50, 60 and 70O lb. basis weights, Pinehurst 
Offset can be used on sheet- or web-fed equip- 
ment. Go Pinehurst Offset on your next low- 
budget job—you’ll agree, it’s the best economy 
paper ever to hit your press! Your Champion 
Paper merchant is the man to see. 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


This is PINEHURST OFFSET, 70 Ib. 





How to Buy 
Advertising 
Photography 
on a Low 
Budget 


When an account needs high 
quality, but its budget can't af- 
ford to pay for it, the situation 
isn't always hopeless, as this 


agency learned. 


OLD Yi POY) aN) I NAAN > TIPTENT win By John Turean 
Lg St J a pL JoV Sr. t ; pL Vice President and Copy Director 
ins Aves, Shaw & Ring Inc. 
The most popular bank iv town ! © The most vopubar bank iv town / © Grand Rapids and Chicago 
Cie din -p ls, reuse 4ee want eed ts hw a ube eee pie 6 alelenary This is a running account of one 
of the ways in which our agency 
solves the problem that confronts 
all advertising people who handle 
modest-sized accounts. The prob- 
lem is money. How can you recon- 
cile the need for outstanding — and 
expensive — illustration with the 
limitations of a small budget? The 
best answer we've found so far: 
substitute creative ingenuity for 
money. 

For example, here is how we 
handled one such assignment. The 
client: a Grand Rapids bank char- 
acterized by a modern and aggres- 
sive approach to advertising. They 
commissioned us to create and pro- 
duce for them a series of newspa- 
per ads which would present a 
unique and dramatic image of the 
bank as an institution made up of 

Take an afternoon trip in your morning dream! people interested in people. 

The car you dream of at breakfast can be yours by tunch time. That's how fast Old Kent The client and the agency’s crea- 

ean help you. Just pick out the oar, ask the dealer to finance ft with an Old Kent Auto Loan tive team agreed that the theme 

— mans You'to wm to the races! Of course, if you prefer, you enn arrange your own favasing would have to be one of human in- 
terest — keyed to people’s univer- 


OLD KENT ~ Mie wenit papilla sal hopes and desires, their love of 


Caml i boon! Art & Photography * 57 


the nearest Old Kent office. An Old Kent Auto Loan is unbelievably quick and economical 


ot BP x &N TF sAaAnN K aA nn ©} vy wm 





family, their search for happiness 
and success and security in today’s 
uncertain world. There was com- 
plete agreement, also, that the 
theme could not be illustrated with 
easily-available photographs from 
travel bureaus, tourist and resort 
agencies and similar sources. 

The pictures we wanted would 
have to be the results of superior 
photography under skilled and in- 
spired direction, the products of 
perhaps hundreds of exposures 
taken in order to get the one per- 
fect print. Only these kinds of 
prize-winning photographs, which 
are remembered for weeks and 
months after their appearance in 
print, could project the image we 
had in mind. 


> Deciding all this was the easy 
part. Then we met face-to-face 
with the facts of life. With all the 
other demands on the bank’s ad- 
vertising budget, only $2,000 could 
be allotted to pay the production 
costs on the entire series of ads — 
and that sum had to cover layout, 
art, lettering, type, assembly and 
engravings for seven _ individual 
page-dominating ads. You can see 
the problem. 

The solution began and ended 
with photography, so we started to 
look for pictures. The creative 
team pored through literally 
hundreds of publications: business 
magazines, art and photography an- 
nuals, publishers’ trade ads and 
display ads in regional and other 
limited publications. We had no 
preconceived ideas for finished ads 
in mind; we were looking for 
photographs which could set a 
mood that we could interpret into a 
visualization of one of the bank’s 
services. 

When both copy and art people 
were satisfied that a unique and 
compelling ad could be developed 
around a specific photograph, we 
sought use-permission from the 
original source. In all, we contacted 
a dozen ‘sources. All the photos that 
were selected had been used origi- 
nally in media or in areas removed 
from our local readers. One, for ex- 
ample, had been used in the trade 
ads of a weekly magazine. Another 
had been featured by a furniture 
store in another part of the coun- 
try; two others by two different fi- 
nancial institutions on the West 
Coast. 


> In some cases, use-permission had 
to be sought from several sources 
— the advertiser, the agency and 
the photographer. Without excep- 
tion, every source we talked to was 
more than cooperative. Some even 
sent us original retouched blow- 
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ups. And, while we had asked each 
source for second choices if they 
did not wish to part with the origi- 
nal, we received our first choice in 
every instance. 

The whole experience was a wel- 
come and revealing example of the 
cooperation we have always re- 
ceived from creative advertising 
people. The cost miniscule. Some 
sources asked us to pay a copying 
charge, which we did, gladly; oth- 
ers asked that we give them a 
credit line, if that were possible, 
which we did; still others just sent 
along the pictures we had asked 
for, with their best wishes. 

With the photographs on hand, 


Fostoria Introduces 
A Magnifying Viewer 


Photo retouching, print coloring, 
film viewing, opaquing, stripping, 
masking and other graphic arts tasks 
requiring bright lighting and full- 
view magnification will be served 
by a new illuminated magnifying 
viewer developed by the Fostoria 
Corp., Fostoria, Ohio. 

The new viewer, Model DSV, fea- 
tures a 6x6” optically ground acryl- 
ic lens providing three dimensional 
depth perception. Two 4-watt fluo- 
rescent tubes light the working area, 
and a soft diffused under-lighting 
is provided by two recessed 8-watt 
fluorescents under the viewing table 
base. 

According to the company the 
lens provides good resolution and 
high visual acuity reducing eye- 
strain and posture fatigue experi- 
enced with undersized magnifiers. 44 


Letterpress Artwork 
Procedures Explained 


A booklet, “How to Prepare Art- 
work for Letterpress—For Lithog- 
raphy,” has been published by Kim- 
berly-Clark, the latest entry in a 
series of free educational publica- 
tions for the graphic arts industry 
issued by the Wisconsin company. 

Among the subjects covered are 
principles of letterpress, black and 
white techniques, two and three 
color art, screens, retouching, and 
other facets of how to prepare art- 
work for letterpress and offset 
lithography, including pasteup, line 
illustrations, halftones, the second 
color and process color. 

Five pages of charts translate art 
terminology into engravers terms 


then, the agency’s creative people 
set themselves to produce copy and 
layout which would live up to the 
promise of the photo. How well 
they have succeeded, you can judge 
from the examples illustrated here. 
The series is already running; we 
are gratified that it is producing 
wide-spread local comment. 


> If there is a moral to all this, it 
could very well be the point that 
the limitations imposed by a small 
budget may actually inspire rather 
than impede creativity. The process 
can be difficult, even frustrating, 
but we have found that it is always 
challenging and rewarding. 44 


and suggest the material the en- 
graver prefers as backgrounds for 
15 different art techniques. 

Copies are available. 
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Color Slide Designed as 
Aid to Artists, Painters 


A color slide rule, designed for 
use by artists, painters, designers, 
decorators, teachers and architects, 
is being offered by Post Way Prod- 
ucts, 1133 Broadway, New York 10, 
as a direct mail item. 

The instrument has three sliding 
bars. Each has 13 different colors on 


the sides. The bars are interchange- 
able. A plastic color framer slides 
over the color bars, framing, ac- 
cording to the company, any of 362,- 
912 color combinations. 

The item is offered at $4.95. 44 


Bourges Booklet Tells 
Use of Color Sheets 


Ideas for creating layouts, pres- 
entations, package designs, separa- 
tion art, slides and special effects 
for color transparencies are con- 
tained in a booklet being offered 





by the Bourges Color Corp., New 
York. 


Titled “Bourges, the Magic Color . sche as tat iMate Reber 
Sheets of 1001 Uses,” the booklet a 
describes Bourges Colotone Sheets 2. nen: s tien enteral aaa canenile 
and their uses. 


that provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


= ae! : 5 e goo to cover mailing 
~ as 


“=== cost brings you 
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oe ~~ YY ; — The Complete Current Issue 
Baby Stock Photo ‘c 


This issue is yours to use and keep, with no 


= ‘ = ba KN strings attached — our way of saying “‘try it 
Catalog Offered . ym fe , ASA 


and benefit’. No obligation. No salesman. 


Due to its expense, this opportunity must 


. P : ae , s a f be limited to those who have not received 
Children’s Photo Guild, a stock ae a free issue in the last six months. 
service for users of baby and chil- ~~ Bae Attach one dollar to letterhead and mail today to 


dren photos, is offering a free cata- 
log of pictures of its models. 

The photos can be used for illus- 
trations in direct mail, newspapers, 
magazines, and for all types of sales 
promotion displays. All ages, types 


and poses of children are included. | (Good Typography 
Cuts Space Costs 





Process of Washing ZO 
. ° Here T Ca a¥a SERVE Yo 
Tracings Described | ne a 


A process of restoring the print- J. M. BUNDSCHO, INc., Advertising Typographers 


ability of original tracings by wash- 
ing them with soap and water is 
described in a four-page bulletin 
being offered by Keuffel & Esser. 
Included with the bulletin, “Trac- 
ings You Can Wash,” is a sample 
of Herculene drafting film plus a 
Duralar pencil which puts down a 
waterproof plastic line. These are | 
the ingredients for the Keuffel & | “IDEA” LETTERHEADS IN FULL COLOR 
Esser process. ! : 
According to the company, Her- r ew i . New and distinctive tT 
culene is “virtually indestructible” “[ e : ro aU Lec |e mk ee ae 
and has a waterproof base of Du- “ae MOS Stationery that adds Holiday 
Pont Mylar polyester film. Duralar, “ 
a new pencil manufactured for 
K&E by Staedtler Pencil Co., is said ue ; 
to “form a bond of extraordinary wR aa at 
strength with the film.” Duralar , Dal Includes copy suggestions 
lines are unaffected by the wash a 
treatment, K&E spokesmen said. Arf 1° ae 


209 Fi Ave. New York 16 
. ‘for more details circle 1104, page 139 ¢ al - 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


nest wishes for a happy Nolwday! spirit to season's greetings, 
bulletins and sales messages! 


Presto Adhesive Adheres 
Paper to Other Materials 


INDUSTRIAL MAIL USERS! 


A _pressure-sensitive, spray-on For the first time—a Guide to over 3,500,000 


adhesive to be used for paste-ups, 
assembly mounting, display work, 
photo mounting, hobby crafts, ship- 
ping room jobs and labeling duties 
is being marketed by Presto Prod- 
ucts Corp., Chicago, under the trade 
name of “Presto Stik.” 

It is water-soluble, non-flammable 
and is said to have non-shrinking 


firms and institutions on IBM cards—organized 
by U. S. Government Standard Industria! Classi- 
fication (SIC) system. Up-to-date counts for AGRI- 
CULTURE e MINING e CONSTRUCTION @ MANU- 
FACTURING @ TRANSPORTATION e UTILITIES ¢ 
RETAILING e@ FINANCE e@ INSURANCE e REAL 
ESTATE @ SERVICES e CHURCHES e SCHOOLS 
@ LAW FIRMS. Electronic list selection by size 
and type of business, town size, county or dis- 
tributors’ territories. 


and non-curling qualities. The Chi- ness sst® Write or Phone for me 
cago concern says of its product , Mat es Valuable Booklet ! 


that it adheres paper to paper, to ED BURNETT, INC. @¢ WN. Y. C. 
glass, to plastics and to metal. 156 Fifth Avenue ® AL 5-9650 
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How We Got the Photo 
Number 24 in a Series 


eauly 


on Ge 


GH i) possible to nals a pretty 


girl ina bathing suit com ww 
at 10 abeve on a frozen ‘4. 


and ahal better performance 


proof do you wast? 


Living, Breathing Proof This charming shot was printed full size and 


used as a point-of-purchase unit 


By Richard A. Dinkel 
Creative Advertising Agency 
Grand Rapids, Mich. 


With the recent blow-up of the 
FCC’s believability and no fakery in 
advertising, we shuddered at the 
thought of reproducing 10° above 
zero environment in the studio. But 
we needed a photograph of Miss Hot 
Mitt of 1960 in a very odd picture 

. a pretty model sitting on a Hot 
Seat with Hot Mitts and Hot Socks 
out in the middle of a lake, ice fish- 
ing. The scene itself, perhaps, is 
completely unbelievable. But, by the 
same token, to shoot it in the studio 
would make it more so. 

But who in their right mind would 
go out in 10° weather on a hazy 
January 21 day with winds blow- 
ing up to 18 mph? Yet we needed 
the picture and needed it badly. 

A call to the madel of our choice, 
Eleanor Helsel, staff model for West- 
Dempster Co., Grand Rapids, was 
quite revealing. “Out in the middle 
of Bostwick Lake on a day like this 
in my bathing suit—are you crazy?” 
After a little talking, she finally 
consented, “Well, maybe my time is 
up.” 

So two hours later, with 200 
pounds of photographic gear and 
our lovely model clad in bathing 
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suit and heavy eskimo coat, off we 
went for Bostwick Lake near Grand 
Rapids. 


> Once out in the middle of the lake, 
we proceeded to chop a hole in the 
644” thick ice. I sincerely believe 
that on that 21st day of January, 
1960, all fishing stopped on Bostwick 
Lake, as footprints in the snow will 
prove. After 2% hours of shooting, 
plus some pretty cold feet, toes, and 
noses, Miss Hot Mitt had completed 
her assignment. 


All Alone (Almost) 
Photographer and his 
assistant are well- 
bundled, but the 
model has the Hot 
Seat, the Hot Mitt 
and the Hot Socks 


Yet the most startling remark of 
all was the fact that these Paul-Reed 
products “. . . really kept my bottom, 
my feet, and my hands warm.” Yet 
when asked by Charles Hook Jr., of 
West-Dempster Co., “How about the 
rest of you?” her statement, per- 
haps, would not be fitting and prop- 
er. 

At any rate, we got the picture in 
all its glorious realism. Within four 
days, life-size color reproductions 
for trade show and sports shows 
were on their way to Chicago. 44 
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It was bound to happen. In an era of automation and electronic brains someone had to take the 
guesswork out of color specification. ® And who better qualified than Collier Photo Engraving, 
producer of The Duo Color Guide? It took eleven years to complete. But they finally got under 


one cover in a well organized manner every two-, three-, and four-color combination you can squeeze 


out of the four process colors . . . from yellow to magenta to cyan to black, from pinpoint to solid. 


® The result, The Four-Color Process Guide, con- eed WAS 73) 

To: Graphic Publishing Co., Inc., 240 West 40th St., New York 18, N.Y. 

sists of 5,632 different color patches, each almost (On approval basis, enclosed is $110.00. Graphic Publishing Co., 

Inc. will refund this remittance if THe Four-CoLoR PROCESS 

two inches square shown in print on 224, GUIDE is returned within 14 days. If within N.Y.C. please add 
Si _ 3% Sales Tax. 


11x14 pages and arranged in logical sequence. (Enclosed is our purchase order. [] Send further information. 
@ Dream up a process combination that isn’t Name Title 

covered and we will gladly refund your intro- Firm Name 

ductory price of $110. If you wait too long and — 


have to pay $150,we will gladly refund that,too. 





Idea Books 


by the Editors of 
Better Homes & Gardens 


for your 
Idea next promotion! 


FREE GIFT! Use the coupon below to choose the IDEA Book you 
want to receive as a gift.. see for yourself why these beautiful, useful 
volumes have proved so successful in promotions throughout the USA! 


Better Homes AGardens 


DECORATING — fbeliie 
Better llomes 


and Lardets 


(arden Book 


tome Nalp On gederiny entecapiny sewn carn 


Os 


| ha, 


BOOK =. FP ROO 


> ye > = 


= tmp 


A book almost every man The basic book of home deco- Not only America’s No. 1 Cook 


wants and needs. Illustrated rating. Help on furniture ar- Book... but America’stophard- beautiful lawn or garden wants 
how-to for over 1065 essential rangement, window treatments. cover bestseller—in any category! this beautiful book! Over 1,000 
household jobs, Retail: $4.95 color schemes. Retail: $5.95 A superb gift! Retail: $3.95 illustrations! Retail: $4.95 


Everyone who wants a more 


* Popular! Over 1S’U million copies sold to date! eee 


Mr. William Buchholz 
Book Division 

Better Homes & Gardens 
Des Moines 3, lowa 


Dear Mr. Buchholz: 


I am interested in Better Homes & Gardens IDEA Books 
for promotions. 


Enclosed is a note on my company letterhead telling you 


which IDEA Book I wish to receive free and how I plan to 


* Useful! Crammed full of helpful ideas for better : 
! 
! 
| 
| 
! 
! 
* Attractively priced! Ask about attractive discounts! | use or offer the books. 
: ! 
l 
l 
! 
| 
! 
l 


homes and happier families! Lots of pictures! 


11-60 


*% National advertising reaching over 20 million readers! 
Full color, full page ads in Better Homes & Gardens, 
Better Homes & Gardens Idea Publications, Parents’ 
and Living for Young Homemakers. 


GET YOUR FREE BOOK! Fill out and attach (| 

this coupon to a note written on your company 

letterhead telling us which IDEA Book (pictured a, 
here) you want to receive free. And please tell us how you plan 
touse or offer the books. Sorry, no self liquidations. (Note: this 
is a limited offer, subject to cancellation at any time.) 


COMPANY NAME 
& ADDRESS 


CITY & STATE 
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What you should know about 
Design Research 


Package 


Research is often baffling to 
advertising executives, but the 
things you really must know 
about it to apply its results 


effectively are simple to grasp. 


By Edmund W. J. Faison 
President, Visual Research Inc. 
Chicago 


The package today is firmly fixed 
in its comparatively new role as an 
ad — as an integral part of the mar- 
keting strategy — in addition to its 
older functions of protecting, con- 
taining and identifying the product. 
As an ad it is subject to the same 
requirements — _ attention-getting, 
believability, call-to-action — of ads 
in other media. 

The package “ad,’ however, has 
some special requirements. Its “me- 
dium,” of course, is the point of sale 
where it frequently appears massed 
side-by-side with competitive prod- 
ucts and in outlets containing thou- 
sands of different products. It is 
often expected to catch attention at 
an angle — as seen by a shopper 
marching along a supermarket aisle, 
for example. 

And last, but by no means least, 
the package’s sales job doesn’t cease 
until it is at last disposed of; it con- 
tinues as an “ad” while on the 


household shelves, while in use and, 
sometimes, when used for other 
things when the original contents 
are gone. In addition, shipping con- 
tainers serve as an ad while in 
transit, while stored and when used 
for other purposes. 


> All these things are well known to 
the advertising man. But less well 
known are the techniques for re- 
search on package design to insure 
sales appeal. Well-accepted are the 
principles that a package design 
must be visible, or easily spotted 
from among competitive packages 
by the shopper; communicative, or 
clearly indicative of the contents, 
and appropriate to the market, the 
product, the advertising and other 
factors part of or relevant to the 
over-all marketing strategy. The 
package itself must also be conveni- 
ent to use. 

But how are these measured? 
What meanings do the measure- 
ments have? What are the limita- 
tions of package design research? 


> First, let’s talk about the tech- 
niques used to test package design. 
There are four basic types of such 
research. These are: 


1. Laboratory visibility tests 
2. Attitude tests 

3. Store tests 

4. Use tests 


> In the laboratory, we use an as- 
sortment of instruments — each 


specifically engineered to test a vis- 
ibility factor. These instruments in- 
clude: 


@ Distance Meter . . . To measure 
the distance at which a package or 
its design elements can be identi- 
fied, packages are placed one at a 
time in the meter and through a 
series of optical reduction lenses 
made to appear to be 100’ away. The 
packages are gradually made to ap- 
pear closer until identification is 
made. 


e Flash Meter or Tachistoscope .. . 
One element in determining a pack- 
age’s visibility is the speed at which 
it can be recognized. To test speed- 
of-recognition, slides of a package 
are flashed very quickly, say for 
1/100th of a second, then flashed 
over and over again for progressive- 
ly lower periods until the viewer 
can recognize the package. This pro- 
cedure is continued until an inter- 
val of one second is reached. Rec- 
ords are made of the time required 
for identification of major elements 
of the design as well as of the pack- 
age as a whole. 


© Angular Reflectance Meter...A 
package may stand out from among 
competition if it is a-different color, 
size, shape — or if it differs in re- 
flectance. Visibility brought out by 
“shine” is tested in this instrument 
which enables different designs and 
materials to be compared at all an- 
gles of reflection. 


® Threshhold Illumination Meter... 
This instrument tests the readability 
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of typefaces by systematically block- 
ing out the amount of light falling 
on a package. The less light required 
to read a word, the more legible it 
is. This instrument can control and 
record light variations which differ 
by as little as 0.001th of a foot can- 
dle. 


© Eye Movement Camera .. In this 
technique, the eye movements of 
subjects are photographically re- 
corded as they view a package or 
display of packages. Thus it can be 
determined what elements of a de- 
sign first catch attention, and what 
elements hold attention. Along with 
this, the subject's comments are 
sometimes recorded to give clues, 
for example, whether a pause of 
attention is due to interest or con- 
fusion. 


© Angle Meter . . . Since most pack- 
ages are first seen at an angle — as 
by a shopper pushing a cart down a 
supermarket aisle — the angle at 
which a package can be recognized 
is a factor in visibility. This cali- 
brated meter allows a package to be 
systematically rotated and measure- 
ments made of the range of angles at 
which major copy and logotypes can 
be identified. 


® Color-Form Meter . . . Systematic 
“blurring” of a package, as seen 
through the viewer, measures the 
“strength” of a design. Highly con- 
trasting colors and definite shapes 
retain their visual identity better 
than complicated or “delicate” de- 
signs. With the color-form meter, 
these differences in design strength 
can be systematically quantified. 


© Apparent-Size Meter . . . Of two 
packages of identical size and shape, 
one may appear larger because of 
design elements. This meter works 
on a principle similar to the depth 
perception machines used by the 
Air Force to test pilots. Each subject 
is required to move the package, via 
a movable platform in a darkened 
tunnel, until it appears to line up 
with a standard. A bigger-looking 
package will be positioned further 
from the subject than a smaller- 
looking one. 


© Dominance Meter . . . In this in- 
strument, alternative designs are 
placed so that the viewer sees one 
with one eye, the other design with 


the other eye. The two designs are. 


superimposed by the viewer’s vision. 
In this, the more dominant design 
will “appear” to the viewer. Alter- 
nating the positions of the packages 
eliminates “dominance” caused by 
the relative strength of the viewer’s 
eyes. 


> In addition to these tests by in- 
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strument, other tests measure the 
visibility of a package as it would 
appear to the shopper. One tech- 
nique is to show movies of, for ex- 
ample, a supermarket aisle as it 
would be seen by the walking shop- 
per, then ask subjects to recall what 
they saw. Or color slides showing 
shelf displays can be flashed and, 
again, the subjects asked to recall 
the brands seen. These photo tech- 
niques allow the use of comprehen- 
sive layouts rather than finished 
packages. 

In find-time tests, the product 
name is buried in a grocery list and 
the respondent timed on how long it 
takes to find the particular package 
from among competitive packages. 
Other respondents, of course, seek 
the same product in a different 
package or a competitive product 
and find-time rates are compared. 
Or, an automatic camera records a 
shopper’s confusion — or lack of it 
— as she selects from a store dis- 
play. 

In all these tests, of course, care is 
taken to eliminate bias caused by a 
familiar package over an unfamiliar 
one, a known brand over a lesser 
known or unknown brand. 


> Useful as these measurements are, 
they by no means provide the whole 
story. A package can rate high on 
“visibility,” yet confuse the shopper. 
A package must clearly communi- 
cate its contents. Failure to do so 
might cost sales. 

An example of this is the four-roll 
pack of toilet tissue which can be 
thought to contain two rolls of paper 
towels. A way around this difficulty 
is the see-through package. 

A major failure of a package to 
communicate turned up in tests made 
of a cake flour package. 84% of the 
housewives in the test thought it 
contained a cake mix. In another 
case, a to-be-cooked spaghetti was 
thought to be a _heat-and-serve 


Well, we know this much, the men 
prefer container “A"’ 


product by 93% of the subjects. 

But, of course, a package can rate 
high on both visibility and com- 
municativeness yet fail for other 
reasons. The use of reds on a sani- 
tary napkin package, for example, 
might greatly increase shelf visibil- 
ity in a package which clearly com- 
municates its contents, yet be dis- 
liked by a great number of potential 
customers. Again, a paper napkin 
package might be both visible and 
communicative yet fail to connote 
“softness” — if softness proves to 
be an important attribute. The de- 
sign must be appropriate to the 
product, the market. 


> Finding out the attitutes and 
wants of the consumer is basic to 
useful package research. What are 
some of the procedures used? 

Group interviews are often used 
as a preliminary to get information 
about what factors are likely to be 
important in packaging for a prod- 
uct classification — and brand. The 
usual procedure is to gather a num- 
ber of groups of eight or ten people, 
encourage them to talk freely and 
tape-record the conversation. Clues 
often pop up in these free-wheeling 
conversations. For example, if “soft- 
ness” as a “good thing” is often men- 
tioned by a group of women discuss- 
ing paper napkins, we can assume 
that “softness” is a factor. The rela- 
tive importance of it can be deter- 
mined in later research. 

Individual interviews range from 
depth interviews to simple paper- 
and-pencil check-off tests. One 
technique used in interviewing is 
the thematic apperception test in 
which an unstructured picture — 
one in which faces express neither 
approval or disapproval — is shown 
to the respondent. She is then asked, 
for example, what she thinks one 
woman is telling another about a 
particular floor wax. The theory be- 
hind this is that the individual will 
relate the picture to her own ex- 
periences and viewpoints. 

Another useful interviewing tech- 
nique is the semantic differential in 
which we used paired opposites. In 
this, the respondent can express de- 
grees of opinion on whether a pack- 
age design is, for instance, “Very 
modern,” “Somewhat modern” to 
“Very old-fashioned.” 

A “card sort” is a fast and ac- 
curate technique. In this punched 
cards — each with an attribute both 
printed on it and punched into it — 
are given to the individual being in- 
terviewed. He, or she, is also given 
envelopes labeled for each of several 
brands or makes of products and 
asked to sort the cards and put each 
in the appropriate envelope. In test- 
ing a soap flake, for example, the 








Go ahead . . . use color to its fullest dimension . . . to its most 
dramatic impact! Feel free to let your creative skill remain 
unbounded . . . when you use Pine Tree Cover as part of your 
design thinking. A symphony of colors to suit your every 
creative mood . . . every conceivable color combination . . . 
every printing process. Available in five shades: #90 Rose; 
#91 Brown; #92 Blue; #93 Green; #94 Rainbow. Special 
color combinations made to order. 


THIS IS PINE TREE COVER #91 BROWN 
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punched cards might represent such 
qualities as “gets clothes cleanest,” 
“most economical,” “hardest on 
clothes,” “best for baby things” and 
“easiest on hands.” The respondent 
might then decide that “gets clothes 
cleanest” was best represented by 
Pink Soap and put the card in the 
“Pink Soap” envelope, that “best for 
baby things” was best represented 
by “Blue Soap” and she would put 
the card in that envelope and so on. 

A variation of this is the simple 
check-off with the attributes listed 
down the side, the brands across the 
top. A check in the appropriate col- 
umn expresses the  respondent’s 
views. 


> These and multitudes of other pro- 
cedures determine the respondent’s 
attitudes toward a product and/or 
package. 

Store tests, our third basic re- 
search type, include experimental 
design whereby one package design 
will appear in one group of stores, 
another in another, but similar, 
group of stores and tabs kept on 
purchases. For a more efficient ex- 
perimental design, we have worked 
out the Forced Sale Coupon Test. 
Coupons good for a price reduction 
on a class of products are passed out 
by an interviewer stationed inside 
the door of each store. 

In a recent test, the interviewer 
first asked each incoming shopper if 
she ever bought Chinese food. If so, 
she was given a coupon worth 15¢ 
on any brand of frozen Chinese din- 
ners. The result of this test showed 
that one package design in the test 
outpulled the other by 50%. 

And sometimes a manufacturer 
gets a shock from such a test. In one 
group of stores we gave 10¢ coupons 
good on a specific brand of popcorn. 
With coupon in hand 40% of the 
shoppers brought the wrong brand 
to the check-out counter. The pack- 
age was decidedly not easy to dis- 
tinguish from the competition. 


> In-home tests also provide valu- 
able information. For example, we 
place identical products packaged in 
containers of different designs in 
homes of consumers. They are asked 
to drink or eat or what-have-you 
the product, then fill out a ques- 
tionnaire. We establish the impres- 
sion that the products are different. 

In a test like this it’s perfectly 
possible — and often happens — 
that the package design will influ- 
ence the opinion of the product it- 
self. For example, beer in a bottle 
with a “strong-looking” label will 
seem stronger in taste than the same 
beer in a bottle with a “light-look- 
ing” label. 

In-home tests, too, are valuable in 


uncovering package irritations — 
difficult to open, slippery when wet, 
tippy, or drippy. 


> None of these tests is sufficient in 
itself. For most package studies, a 
variety of tests is needed for ac- 
curacy. However, since no research 
project can exist in a vacuum, much 
of the information for package anal- 
ysis may already exist. Prior re- 
search projects or experience may 
tell the manufacturer just what the 
customer wants. Only simple pack- 
age design tests may then be needed 
to supplement or verify existing in- 
formation. 

Nor are results from a number of 
tests all that’s needed. Judgment 
must be used, both in evaluating the 
results and in making decisions 
based on the results. The research 
results are used to guide the manu- 
facturer in deciding to discard, mod- 
ify or keep an old package, to guide 
him in choosing between alternative 
new designs, or as a guide for the 
package designer. 

The above “uses” of package re- 
search results make the point that 
package design research can only 
make “better-than” measurements. 
That is, it can tell you that, all else 
being equal, package design “A” is 
better than package design “B.” The 
better-than, in this instance, con- 
cerns the total sales impact of the 
design — the balance between visi- 
bility, communicativeness and ap- 
propriateness — not the graphic art 
alone. It also ensures that certain 
obvious points are not overlooked. 

Package design research also in- 
sures that the theme of the package 
“ad” ties in with the rest of the ad- 
vertising and promotion programs. 
Does the advertising stress “qual- 
ity”? So, then, must the package. 
Fun? So, then, must the package. 

Package design research cannot 
tell you that if you use elements 
“R” and “U” and colors “T” and 
“Z,” you will have an irresistible de- 
sign. A package design has to be 


considered as a whole. Each sug- 
gested variation should, in turn, be 
tested. There are no package “for- 
mulas.” 


> Since there are no “formulas,” 
how can the advertising man differ- 
entiate among conflicting claims of 
package design researchers? On 
technicalities, there are no broad 
rules. The adman has to select an 
organization he can trust to be 
knowledgeable, thorough and accu- 
rate. Here are several guides for 
differentiating among research or- 
ganizations: 


1. Look for a research company 
which will report its methods in de- 
tail, tell you what it does, how and 
why. 


2. Look for a company which will 
report the reliability of its findings, 
will tell you what findings are sta- 
tistically significant and not the re- 
sult of interviewing bias. 


3. Look for a company which has 
an integrated program. While not 
all research techniques are used in 
any given research problem, these 
should be available for use. Each 
research problem is different and 
requires a different plan and differ- 
ent techniques — both in the field 
and in the laboratory. 


4. Look for a research group which 
does not offer conclusions that go 
beyond the data. That ‘is, sound re- 
search will not come up with the 
recommendation: “Make the back- 
ground yellow and your package 
will be ‘better.’” Maybe it will be; 
maybe it won’t. 


5. Look for a.research group that is 
marketing oriented. First, such a 
group fully realizes that the purpose 
of a package design is to sell. Sec- 
ond, it interprets data in marketing 
terms. 


6. Look for a research firm which ‘is 
independent. A research department 
of a package producer or designer 
often has more at stake than the re- 
search project itself. 44 


New Plastic Material 
Offers Many Advantages 


A new plastic that combines the 
properties of thermal insulation, 
resiliency, grease resistance, water- 
proofness and a high-fashion dec- 
orative appearance has been de- 
veloped by the Dyna-Foam Corp. 

“Dyna-Foam” is an_ extruded, 
low-density, expanded polystyrene 
foam that can be used in conjunc- 
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tion with paper, and at a reported 
cost in competition to paper. 

In its most popular form, Dyna- 
Foam is produced in sheets having 
the appearance of pearlescent satin 
in either white or pastels. It takes 
flexographic and silk screen inks 
without treating and can be run on 
offset, rotogravure and letterpress 
printing machines. It can also be 
embossed or metallized. 

Dyna-Foam can also be obtained 
in film, lay-flat tubing, pipe, board, 
solid rod and special shapes. Sug- 
gested applications include dispos- 
able baby bottles, freezer wrappings, 
wallpaper, corrugated boxes, pipe 
coverings, food containers, cups, 
ribbon, disposable tablecloths, plat- 
forms, box inserts, lens covering, 
etc. 

In film and sheet form, Dyna- 
Foam can be produced in widths up 
to 60’ and in lengths comparable to 
the largest rolls of paper. It sells for 
%¢ per square foot. 

Complete information can be ob- 
tained from Dyna-Foam Corp., El- 
lenville, N.Y. 44 


Shining Girls Featured 
In Better Filing Booklet 


Tips to the secretary for shining 
up the file system are contained in 
a new booklet from Avery Label 
Co., New York. 

The 16-page booklet offers in- 
formation on filing based on an ex- 
tensive survey of office filing tech- 
niques in hundreds of leading com- 
panies throughout the country. Ad- 
vice to the filer is listed in a series 
of “do’s and don’ts” and is followed 
up with the “ABC’s of Alphabetiz- 
ing.” Fifteen simple rules are listed 
to standardize filing and the booklet 
is lightened with a series of lively 
cartoon drawings. 

Copies of the booklet, and sam- 
ples of Avery labels, are available. 

+ « + for more details circle 1114, page 139 


New Packaging Folder 
Aims at Baking Industry 


A new folder showing the many 
ways in which cellophane can help 
the merchandising and packaging 
of cookies and crackers is available 
from the Packaging Div., Olin 
Mathieson Chemical Corp. 

With annual retail sales for cook- 
ies, crackers and biscuits now ex- 
ceeding the $2,000,000,000 mark, 
the folder stresses the importance 
of merchandising packages. 

Photographs of cookies and crack- 
ers in cartons, fractional packs, 
bags or tray overwraps illustrate 
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Fresh Food Guarantee . . . New coding device on the top of the Alcoa Flavor-Lok cap 
for baby food has been installed as customer-protection by Aluminum Company of 
America. The three parallel bars, printed as part of the code, supply a tamper-proof 
feature to the two-part cap. When the closure is opened, the bars break (see center 
cap) giving visible evidence that the cap has been turned after it was vacuum-sealed. 


packages designed to accelerate im- 
pulse purchasing. Emphasis is also 
placed on the importance of retailer 
convenience in display-design pack- 
aging and the folder points out that 
82% of all cooky, biscuit and crack- 
er sales are the result of in-store 
decisions. 

Copies of the folder are available. 

+ « « for more details circle 1115, page 139 


Releases Booklet 
On Foil Design 


A new 16-page booklet, entitled 
“Aluminum Foil Design,” is avail- 
able from Anaconda Aluminum Co., 
Louisville, Ky. 

Written for those interested in 
using aluminum foil in promotional 
or advertising materials, the book- 
let lists the necessary materials for 
the artists, outlines the proper pre- 
cautions to take, and gives step- 
by-step directions in preparing a 
comprehensive for presentation to 
the client. Also covered in the book- 
let are instructions on preparing 
aluminum foil for silkscreening and 
other printing methods. 

. + « for more details circle 1116, page 139 


Pocket Guide to Products 
Released by Bemis Bag 


The wide range of operations 
flexible protective packaging covers 
is emphasized in “Pocket Guide to 
Products,” published by Bemis 
Brothers Bag Co., St. Louis. 

The booklet lists all the Bemis 
products ranging from the multi- 
wall specialty paper bag to poly- 
ethylene units. Also included in the 
booklet are details on the compa- 


ny’s packaging and _ engineering 
service, plus facilities for brand de- 
sign and palletizing. 

- « for more details circle 1117, page 139 


Hollander Releases Folder 
On Dispenser Offer 


Details of a bonus offer for users 
of Hollander labels are contained 
in a new folder just released. 

Illustrations of the three Able-stik 
dispensers are included in the folder 
plus details on receiving one of 
them with label orders. 

The dispenser bonus 
available for 90 days. 

+ « for more details circle 1118, page 139 


offer is 


Weber Folder Details 
Polystyrene Advantages 


The advantages of expandable 
polystyrene for molded packages are 
detailed in an illustrated folder from 
Weber Plastics Inc., Stevens Point, 
Wis. 

In addition to showing the multi- 
tude of uses for expandable poly- 
styrene in commercial containers, 
the folder specifically suggests it for 
a variety of packaging purposes as 
follows: 
® packaging fragile electronic in- 
struments 
® packaging glass merchandise with 
“nesting” inserts 
© shipping boxes for perishable arti- 
cles 
® counter displays 
® insulation parts for refrigeration 
and air-conditioning units, tanks, 
etc. 

In addition to describing expand- 
able polystyrene, the Weber folder 
describes company facilities and 
shows units made for national cus- 
tomers. 

+ + +» for more details circle 1119, page 139 





TS TRUE! 


... you can save many ways with 


AVERY LABEL 


Whether you identify anything from abalone 
steaks to zithers, these Avery pressure-sensitive 
Labels contribute uncommon efficiency. Here a 
very few of Avery’s case histories reveal how 


IN THE CHIPS — Meadow Gold 
Products Co. finds Avery Labels 
fine for indicating ice cream 
flavors. By using these time- 
saving labels to identify every- 
thing from chocolate chip to rum 
raisin, the Brooklyn firm mini- 
mizes the need for big inventories 
of preprinted boxes... and aids 
handling operations by providing 
identification at a glance. 


Anniversary jj) 


1935-1960 {7 
4p 


COOKING WITH SAS —Relying on 
decals to identi#y a new Propane 
Cook Stove and Lantern required 
four full-time operators . . . and 
created a bottleneck for the Otto 
Bernz Company of Rochester. 
When an experiment revealed the 
unusual gripping ability of Avery 
labels, they were adopted readily. 


Following the changeover, one | 


operator was able to handle the 
entire process . . . smoothly. 


mel ALWAYS ASK FOR 


diverse firms economize with these versatile self- 
adhesive labels. In the office, on the assembly 
line or at point-of-purchase — it’s always true — 
you can save many ways with Avery Labels! 


FITS THE PATTERN —Fine 
Melamine dinnerware produced by 
the Boonton Molding Company is 
distinguished by self-adhesive 
Avery labels bearing the Boonton- 
ware trademark. Applied at the 
rate of 3000 to 5000 per hour, 
these labels also carry the pattern 
name to aid selection at the con- 
sumer level. Easily applied, these 
distinctive, tight-gripping labels 
play a neat role in Boontonware’s 
overall sales appeal. 


automatic labeler is in production 
and available for delivery. 


AVERY LABEL COMPANY, Div. 113 
117 Liberty St., New York 6 © 608 S. Dearborn St. 
Chicago 5 © 1616 S. California Ave., Monrovia, Calif 


() Please send me further details on how Avery Labels 
can save me time and money. 


= [] Please have your sales representative call soon 
make / ae Nn = 5 te 
hoe ad they, / ORS at ge 
=u —— ® - —_ 
e, - 


Company 
j Address 


scennstiansenstOO sna 
Avery Labels are manufactured and distributed throughout the worid. 
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Everyone 


reads between 


the lines 


This stockholder is sizing up a company through its 
financial report. As she reads, she looks at more than facts and figures — she 
reads between the lines. The report will impress her more favorably if the mes- 
sage is presented clearly and in good taste; if the pictures are well printed; if 
the paper has the appearance of quality. Whenever a company shows respect 
for a reader through this kind of attention to detail, that company will win 
respect in return. Respectful printing begins with a good printer. See him early. 
Most likely he’ll recommend Warren printing papers, because he’ll get better 
results — and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 





Advertisers Buying Guide 


MAILING LISTS 


One of the most important elements of a direct 
mail campaign is the list you use. This 


article tells the different sources 
which can supply profitable lists. 


By Frederick Borden 


All the experts were in agree- 
ment: the copy was well written 
and sold hard, the layout and art 
work were top-notch, the offer was 
attractively priced. Yet, the direct 
mail piece had failed to pull any- 
where near expectations; in fact, it 
had proved to be a miserable fail- 
ure. 

Why? 

If the mailing had promoted a 
correspondence course in “The 
Fundamentals of Navigation in Out- 
er Space” to members of the United 
Ladies’ Garden Clubs, or a book on 
“How to Become a Professional 
Athlete” to the 400 men on the 
rosters of the major league baseball 
clubs, the answer would be more 
obvious — although no less valid — 
than it often is to mailers who are 
puzzled over the disappointing 
failures of their own efforts. The 


offers were mailed to people who 
either weren’t interested in the sub- 
ject or who just didn’t need the 
product! 


> Among the many reasons why di- 
rect mail is used on specific occa- 
sions in preference to other adver- 
tising media is its unique ability to 
function as a pinpoint medium. It 
enables the advertiser to address 
his message to a carefully selected 
audience bearing certain  dis- 
tinguishing characteristics — at- 
tributes that lead him to the con- 
clusion that this audience consti- 
tutes a likely market for his prod- 
uct or service. 

Of major importance, therefore, to 
the success of any mailing effort is 
the selection of a proper, logical and 
responsive mailing list. 

This is far from the hit-and-miss 
procedure that may seem indicated. 
For direct mail offers the further 


advantage of permitting the running 
of relatively low cost tests, in which 
fairly small samples of several like- 
ly lists can be solicited. Within a 
matter of days, results will clearly 
indicate which of these test lists 
should be abandoned and which ex- 
ploited to the full extent of their 
available names. 


> Mailing lists are available from a 
variety of sources and can be put 
to work by the advertiser through 
any of a group of standardized trade 
practices. 

The sources from which mailing 
lists may be built would include 
basic reference material that can be 
put to work by anyone having the 
time, energy and funds to do so, 
such as: 


1. Local telephone books 


2. Official records (birth records, 
boat and auto registrations, property 
transfer records, license applica- 
tions, etc.) 


3. City directories 


4. Special directories 
industrial) 


(trade and 


S$. Door-to-door canvassing activi- 
ties 


6. Contest entries and inquiry re- 
sponses 
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7. Organizational membership lists 


8. Names and addresses gleaned 
from newspaper and magazine arti- 
cles on specific subjects 


8. Lists of the mailer’s own cus- 
tomers 


10. Miscellaneous lists (salesmen’s 
call reports, convention attendance 
records, questionnaires, etc.) 


In practical operations, however, 
few advertisers fall back on their 
own resources to accumulate names 
and addresses of potential custom- 
ers from most of those sources. More 
frequently, they will find it more re- 
sultful to make use of some of the 
standard practices that prevail in the 
industry, calling upon a specialist 
to arrange for one or some of the 
following operations: 


1. Compilation of a specific list 
2. Rental of existing lists 
3. Purchase of existing lists 


4. Exchange of lists for those al- 
ready accumulated by the adver- 
tiser 


In every major U. S. city where 
any advertiser may be located, there 
are also experienced, responsible, 
helpful mailing list houses and 
brokers who can perform any or all 
of these functions. The basic dis- 
tinction between the two types of 
organization is that the mailing list 
house retains “in stock” standard- 
ized lists which it will make avail- 
able to an advertiser, while the 
mailing list broker owns no lists of 
his own, but will make detailed ar- 
rangements for the advertiser who 
wishes to rent, purchase or ex- 
change lists owned by other busi- 
ness operations. There are also, in 
most major cities, organizations that 
specialize in the special compilation 
of lists according to an advertiser’s 
stated requirements. 


> But, to get the most out of his 


Coming Next Month! 


dealings with a compiler, list house 
or broker, the advertiser must fur- 
nish him with specific details of 
what kind of list he wants. Clearly, 
this means that the advertiser must 
first be able to define his own prob- 
lem and to know just where he is 
headed! 

Such definition will enable the 
advertiser not only to clarify the 
problem for the mailing list house 
or broker, but will also help him 
decide which of these organizations 
he should approach in the first 
place, since some of them specialize 
in particular fields of activity. 


>In selling a product or service 
through the medium of direct mail, 
personal characteristics of those 
comprising the potential market be- 
come the basis for selecting the kind 
of mailing list sought. These per- 
sonal attributes might include, for 
each prospect: 


1. Age 

2. Financial status or income 

3. Sex 

4. Profession or job title 

5. Hobbies 

6. Indication of previous purchase 
of (or interest in) like products 
7. Home or farm ownership or 
apartment rental status 

8. Education 

9. Family status 

10. Type of business and/or busi- 
ness rating 


Other special characteristics might 
well be sought to meet specific sales 
problems, and conversely, in many 
cases, several of the above attributes 
will have little applicability to a 
marketing problem. 

Having determined the character- 
istics of the individuals he believes 
make up his best potential market, 
the advertiser should have no hesi- 
tancy in approaching the mailing list 
house or broker of his choice for 
consultative purposes. Most brokers, 
experienced and skilled in their 
business, will promptly provide the 


Maps 


And in the months to come: 


Stock PxHoros 
8mm Sounp PROJECTORS 
Coins AND TOKENS | 
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INDUSTRIAL THEATER 
SMALL PRESSES 


advertiser with a series of cards, 
each of which will show the total 
number of names on a given avail- 
able list, as well as some of the 
basic characteristics of the indi- 
viduals in which the advertiser is 
interested. 

From these the advertiser can 
determine which lists he thinks best 
suited for his own purposes, and 
can place his orders, through the 
broker, for rental, purchase or ex- 
change. The owner of the list — 
normally another advertiser himself 
— will in each case, of course, have 
already exercised the determination 
as to which of these methods can 


be used. 


> By far the most common method 
for obtaining the use of a mailing 
list is rental, since many list owners 
find this a lucrative source of extra 
income in their operations. In many 
cases, therefore, the mechanics of 
addressing are controlled by the list 
owner, and the advertiser — again 
through his broker — will be ad- 
vised where he is to ship his en- 
velopes or cards for addressing pur- 
poses. List owners, too, will exer- 
cise the prerogative of deciding 
whether they are willing to rent 
their names to a specific advertiser: 
possible competition with their own 
offers, the level of the material to 
be mailed and the frequency with 
which the list has recently been 
used by others than its owner can 
prove to be deciding factors. It 
seems safe to say, however, that in 
most cases, advertisers will not run 
into any major difficulties of this 
sort in their attempts to rent lists of 
names and addresses from other 
business organizations. 


> Accurate testing of samples of 
several lists requires certain me- 
chanical safeguards and controls to 
assure that the test results will be 
meaningful. For one thing, it is es- 
sential that when several lists are 
tested, the identical mailing be sent 
to an adequate cross-section of each 
list used. While the temptation might 
be great to improve results by 
changing the nature of the appeal to 
meet the needs of one test list, the 
results will show the advertiser vir- 
tually nothing when it comes to a 
decision to extend his mailings on 
the basis of test results. 

The fact that offer A draws a 
profitable response from test list X, 
while offer B does not do too well 
with test list Y proves nothing be- 
yond those two facts. It may well 
be that offer A would have done at 
least as well with list Y or that of- 
fer B might have done even better 

text continued on page 77 
source list on page 74 





New Heyer Conqueror Paper Folder... 


lets you do two things at once ! 


Don't confuse this with any folding machine you've ever seen, because this ’ 
one is different . . . it runs itself! At the touch of a lever, the new Heyer . 
Conqueror Paper Folder automatically feeds, folds, counts and stacks YS 
110 sheets a minute and stops when the last sheet is fed. / 


You can leave this fine production machine unattended while it automatically 
folds printed pieces as they come from your duplicator or offset press! 

This means getting your mailings out immediately, without the costly, 
time-consuming operation of hand-folding. 


Now you can fold letters, invoices, statements, even multiples of 6 or 8 


Sheets stapled together, quickly, effortlessly on the new Heyer Conqueror 
Folder. 


No question about it... this machine will quickly pay for itself! 


Ask for information about a ONE WEEK FREE TRIAL of the new 
Conqueror Paper Foldet—no obligation. A hand-operated model is 
available for shorter, occasional runs. And, most interesting of all, 
prices of Conqueror Folders are much lower than you'd expect. 


STYLED BY REINECKE & ASSOCIATES 


Makes ali ‘ Adjustable Two quick - set First fold plate 
standard folds... Turn a dial... feed wheels . . . fold controls . .. instantly removable as it folds... 


invoices, state- for non-skip feeding grasp paper at outer at top of machine, for fast clearance 

ments, advertising of thin, medium, edges—do not adjacent to perma- of paper jams, 

literature, even coarse, glossy or smudge printed nent instructions should they occur 

stapled sheets heavy papers, 3 x 5” area 
to 9 x 17” in size 


highly visible re-set conveyor belt deposits 
counter shows accu- folded sheets in neat stack 
rately how many sheets in adjustable receiver. 

and fold diagrams have been folded. Turns off automatically 


1868A South Kostner Aven 
HEYER incorporates J " 
HEYVER incorporates 


Chicago 23, I!linois 
Chicago 23, Illinois 
C] Please send literature and information about a 


ONE WEEK FREE TRIAL of a Conqueror Paper Foider. 


Send for 
Information NAME 


MAIL COU PON TODAY COMPANY 


ADDRESS 
About one week 


FREE trial rj 


OUR PHONE NUMBER IS_ 
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Mailing lists are available from many sources. Companies 
which have built their own lists of customers, or pub- 
lishers with subscription lists, often make their lists avail- 
able. In addition, local lettershops and mailing houses 
often have lists, especially local ones, available. None 
of these are listed here. A useful guide to local letter- 
shops and their services is available, free, from Mail Ad- 
vertising Service Assn., 622 Sth St 


Abbott National List Co. 
125 Cedar St., New York 
B 


Accredited Mailing Lists Inc. 
10 E. 39 St., New York 16 
A 


Active Mail Order List Co. 
241 Lafayette St., New York 12 
B 


Advertising Distributors of America 


— Madison Av., New York 17 


Allison Mailing Lists Inc. 
Lexington, New York 


Archer-Bennett List Service Inc. 
140 W. 55 St., New York 19 


Associated Advertising Service 
le Willow, Port Huron, Mich 


Berliner Mailing Lists Inc. 
os Broadway, New York 


Bookbuyers Lists Inc. 
a Broadway, New York 13 


Buckley-Dement Advertising 
“LY: Jackson, Chicago, Ill 


Richard Buehrer Associates Inc. 
1% W. 52 St., New York 19 


Ed Burnett Inc. 
1s 5 Av., New York 10 


George Bryant & Staff 
71 Grand, Englewood, NJ 


The Coolidge Co. Inc. 
il Ww. 42 St., New York 36 


Creative Mailing Service 
460 N. Main, Freeport, N.Y. 


B 
Dependable Mailing Lists Inc. 
al Park Av. So., New York 16 


Dillon-Agnew Associates 
aA 49 St., New York 17 


Direct Mail Advertising Co. 
6s W. Washington, Chicago 


Direct Mail Markets Co. Inc. 
8 s 54 St., New York 22 


The Reuben H. Donnelley Corp. 
a oe 25th St., Chicago 16 


Walter Drey Inc. 


257 4 St., New York 10 
AB 


DuMutator N.V. 
Willemsparkweg 112 
Amsterdam, Holland 

D 


Herbert Dunhill & Associates Ltd. 
Suite 630 


55 E. Washington, Chicago 2 
B 


E-Z Addressing Service 
83 Washington, New York 6 
B 


Gale Research Co. 
“i Book Bldg., Detroit 26 
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N.W., Washington 1. 


Sources of Mailing Lists 


Guild Co. 
160 Engle, Englewood, NJ 
A 


R. Hill & Sons Ltd. 
Kent Street 
Auckland S.E. 1, New Zealand 
D 


Fritz S. Hofheimer 
28 E. 22 St., New York 
B 


Industrial List Bureau 
420 Main, Webster, Mass 
B 


Walter Karl Inc. 
Armonk, N.Y. 
A 


Lewis Kleid Inc. 
25 W. 45 St., New York 36 
A 


Eli Kogos 
420 Main, Webster, Mass 
A 


Lemarge Mailing Service 
417 S. Jefferson, Chicago 
D 


B, 
Letters USA Inc. 
1186 6th Av., New York 36 


Cecil Levine Screened Mailing Lists 
Fisk Building 


250 W. 57 St., New York 19 
A 


Mail Advertising Corp. of America 
435 N. LaSalle, Chicago 
c 


McGraw-Hill 
Direct Mail Division 
= - 42nd St., New York 36 


O. E. McIntyre Inc. 
ois Pam, New York 22 
A, 


Willa Maddern Inc. 
215 4th Av., New York 3 
A 


Manpower Inc. 
820 N. Plankinton, Milwaukee 3 
B 


Manuel Caragol 
Muntaner 573, Barcelona 6, Spain 
D 


Market Compilation & Research 
Burea 


u 
10561 Chandler, N. Hollywood, Cal. 
B 


Mosley Mail Order List Service 
38 Newbury, Boston 16 
A 


Names Unlimited Inc. 
352 Park Av. So., New York 10 
A 


National Birth Record Co. 
16 W. 19 St., New York 11 
B 


National Business Lists 
162 N. Franklin, Chicago 
B 


National X Corp. 
320 N. Dearborn St., Chicago 
E 


Occupant Mailing Lists of America 
-N 4th, Columbus, Ohio 


Official Catholic Directory 
12 Barclay, New York 8 
B, 


The companies listed below are coded according to 
the following system: 


A—Mailing list brokers 

B—Compilers and owners of specialized lists 
C—Compilers of general mail lists 
D—Specialists in mailing to or from overseas 
E—Owners of occupant mailing lists 


People in Places Inc. 
41 Sth Av., New York 3 


A 
Planned Circulation 
19 W. 44 St., New York 36 


A 
R. L. Polk & Co. 
Howard St., Detroit 31 
B 


Cc 
W. S. Ponton Inc. 
“ Honeck Englewood, NJ. 


Professional Accountants Lists 
126 Libertv St., New York 16 
B 


William M. Proft Associates 
42 Main, Orarige, NJ. 
A 


Lisle M. Ramsey & Associates Inc. 
40 S. 4th, St. Louis 


Cc 
Raymond-Loew Associates Inc. 
52 Broadway, New York 4 
B 


Research Projects Inc. 
404 Park Av. S., New York 16 


B 
The Roskam Co. 
43rd & State Line 
P.O. Box 855, Kansas City 41, Mo. 


A.B 
C. H. Ruby & Co. Inc. 
339 W. Sist St., New York 19 
A 


Wm. F. Rupert 
90 Sth Av., New York 


B 
C. F. Sandberg 
Direct Mail A/u 
Raadhurst 8, Oslo, Norway 
D 


T. K. Sandersom Organization 
Baltimore 18 


Sanford Evans & Co. Ltd. 
156 Lombard Av. 
Winnipeg 2, Man., Can. 


Sistemas Postales 
Editictio Imperial Officina 
94-95 Plaza Candekaria 
Carcsoces, Venezula 


Special Correspondents 
230 W. Ohio, Chicago 11 


B 
Speed-Address Co. 
—_ 42nd, Long Island City 4, N.Y. 


Stephens Distributing Co. 
P.O. Box 1434, Atlanta 1 


B 
Standard Mail Adv. Co. 
“ Ohio, Chicago 


Wm. Stroh Jr. 


en 54th St., West New York, NJ 


James E. True Associates 
— Park A. S., New York 


W. P. Woodall Co. Inc. 
i? Broad, Stamford, Conn. 


Youngren Services 
le Scofield, Glendale 5, Cal. 


Zeller and Letica Inc. 
1S E 26th St., New York 38 








Why be 


THE DIVIDED ILLUSTRATION shows 


how listless life—and sales—become 


without color. 

The same comparison could be 
made of business printing that is all 
black-and-white, and business print- 


ing on any of Howarp Bonp’s 


HOWARD PAPER MILLS oe 


me 


a 


MENS PARTY 


drab in a world of color? 


thirteen colors. The color is an ad- 


ditional element of attraction. It 
Graws attention, complements and 


compliments what you have to say. 
In business forms, Howarp colors 
direct control, facilitate efficient 


movement, handling, and filing. 


So why be drab when it pays so 
well to use color? See proof in the 
Howarp Bonp sample book your 
paper merchant or printer will be 
pleased to show you. 


ALL HOWARD PAPERS are quality 
controlled by MccuRag 


URBANA, OHIO « DIVISION OF ‘|*/St.Regis 


PAPER COMPANY 


Howard, Bond 


Companion Lines: Howard Ledger * Mimeograph 


“The Nation’s 


OF 


Business Paper’’ 


Duplicator * Posting Ledger + Du-All 
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Printed on Maxwell Offset—Basis 80—Camberra Finish 


“Departure at Dusk” is a favorite of contemporary painter, 
Ernest Fiene. Note the strength, the simplicity of detail 


Discove rie€eS 1n in the last departure of The Golden Eagle, painted from 


sketches made in St. Louis. Mr. Fiene has had 17 one-man 
* New York shows and is found in most international 
merican rt = 
c exhibitions. Many awards include a Guggenheim Fellowship, 
the Norman Waite Harris Prize and a First Pennell Award. 


He is currently a faculty member of the Famous Artists 


Schools. We present his work —faithfully reproduced on 


Maxwell Offset—as proudly as you will present your color 


work on this fine paper! 


HOWARD PAPER MILLS e well pe sompany ®@ Franklin, Ohio e 


Division of “/S 


PAPER 
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Now, Tension offers another 
new adhesive — Tropic Flat 
Seal Gum which comple 
eliminates pre-sealing and flap 
curling that cause costly enve 
lope loss. Only a direct applica- — 
tion of moisture can activate © 
this gum. No tacking, no curl 
ing. Flaps with TFS gum stay 
flat for trouble-free inserting, 
metering and press feeding. 


The national market served 
by Tension dictates the need 
for many. gums to fit any 
humidity conditions. At 
Tension, the necessary re- 
search and engineering to 
develop the right adhe- 
sive for the right job is 
a full time operation. 
Our complete line of 
adhesives are superior 
because they are tested 
to satisfy the most 
severe conditions, 


See for yourself! / 


Mail coupon today 1... 
for free samples. 


TENSION ENVELOPE CORP. 
, ’ . oy See leTtaT: 


had it been mailed to list X. 
It is possible, of course, to test 
more than one offer, format or copy 


| appeal among several list samples, 
| but results can be properly assessed 


only by an across-the-board oper- 
ation, in which each of the several 
mailing pieces is sent to an equal 


| segment of each test list. Here, as in 


all test mailings, the necessity for 
diligent control of code keys is a 
primary consideration. 


>» Since the physical addressing of | 
rented lists is normally carried out | 
at the lettershop used by the list | 
owner, time also becomes a factor | 
that must be taken into account. In | 


a great many cases, the owner will 
ask to see the material to be mailed 


to his list — and this usually means | 
the complete package — before giv- | 


ing his final agreement to its use. In 


any case, whether this demand is | 


raised or not, time must be allowed 


for the basic physical and mechan- | 


ical processes involved. 


Assuming that an advertiser has | 


designed and wants to produce a 
special envelope to enclose his mail- 


ing, he must take into consideration | 


each of these steps: 


e Printing and manufacture of the 


envelope 


@ Shipping of the bulk envelopes to 
the mailing shop at which the renter 


maintains his lists (this, in many | 


cases, may be at some distance from 
the advertiser’s home city or from 
the envelope manufacturing plant) 


e Addressing of the envelopes 


® Shipping of addressed envelopes 


to the mailing house used by the | 


advertiser 


e Processing by 
mailing house, including inserting, 
sealing, sorting for third class, etc. 


Thus it can readily be seen that | 


in some cases an advertiser may be 
required to allot as much as six 
weeks’ time between his rental de- 


| cision and the actual date of mail 
drop. 


> Specified charges for list rentals 
handled through brokers today gen- 
erally run anywhere from $17.50 to 
$25 per thousand names. In any 
case, the broker does not charge 
the advertiser anything for his serv- 
ices, but earns his income as a per- 
centage of the rental fee, from the 
list owner. Special compilation, on 
the other hand, which may be re- 
sorted to when available rental, 
purchase or exchange lists do not 
meet an advertiser’s specific re- 
quirements, is a postage stamp of a 
| different color. 


the advertiser’s | 


dee La widgets es 


a 


s Another reason for 


[SWITCHING 


’ Now, Tension offers another 
new adhesive — Tropic Flat 
Seal Gum which completely 
eliminates presealing and flap 
curling that cause costly enve- 
lope loss. Only a direct applica- 
tion of moisture can activate 
this gum. No tacking, no curl- 
ing. Flaps with TFS gum stay 
flat for trouble-free inserting, 
' metering and press feeding. 


_ The national market served 
by Tension dictates the need 
for many gums to fit any 
humidity conditions. At 
Tension, the necessary re- 
search and engineering to 
develop the right adhe- 
sive for the right job is 

a full time operation. 
Our complete line of 
adhesives are superior 
because they are tested 

to satisfy the most 
severe conditions. 


See for yourself! 
_. Mail coupon today 
for free samples. 


TENSION ENVELOPE CORP. 
Kansas City o 2k oI Des at 
Minneapolis St 
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WHO ARE PREFERRED 
PROSPECTS FOR 
PERSUASION BY MAIL 
PROMOTIONS 


Canadians are Preferred Pros- 
pects for American goods and 
services, Twentieth Century 
American Jews for non-Sectar- 
ian Philanthropies, College 
Teaching Personnel for Cultural 
Books of all kinds, Middle In- 
come Executives for Business 
Publications and Services, Phys- 
ical and Social Scientists for 
activities of the Seven Arts 


MAILING LISTS ARE PEOPLE 


Their names are worthless un- 
less one can figure out in 
advance who they are, what 
they do, where they live, what 
they like to buy. 

The Research and Develop- 
ment Staff of Walter Drey has 
the Know How and Know Why 
to do this and offer AOTU 
(Available Only Through Us) 
compilations to bring profitable 
returns from all types of mail- 
ings. 


WRITE TO US AS LIST 
CONSULTANTS 
Our Brokerage Department 
can locate and obtain any 
mailing list available. 


Our Compilation Department 
can build a list to meet par- 
ticular specifications and 
needs. 


Our Research Department 
can advise on all lists for 
“Persuasion by Mail’ cam- 
paigns. 


For information and prices, 
state your list problem as 
fully as possible. 


In replying, we will include with 
our compliments our special re- 
ports entitled "All Americans 
Are Joiners", "Serendipity and 
List Development", "American 


Highbrows and Middlebrows”. 


Write A.R. Drey for complete informa- 
tien, without obligation, on your busi- 
ness letterhead. 


WALTER DREY, INC. 


Mailing List Consultants 


257 Park Ave. South 
New York 10, N. Y. 

333 N. Michigan Ave. 
Chicago 1, Illinois 


78 + GER - November 1960 


Here costs may run to almost any 
figure, and $400 to $500 per thousand 
names should not be deemed un- 
usual or exorbitant. The reason for 
this great difference is obvious: the 
rented list already exists and brings 
income to its owner many times 
during the course of a year, while 
the specially compiled list is a one- 
time, detailed operation in which 
the entire cost must be borne by the 
advertiser who authorizes it for his 
own special purposes. 

Yet, as Lawrence G. Chait pointed 
out not too many years ago in a 
speech to the Direct Mail Manage- 
ment Institute of the University of 
Illinois, advertisers using direct mail 
should not study the cost factor 
alone in their evaluation of the lists 
they use. “Actually,” he said, “we 
should be far more concerned about 
the resultfulness of a list — and the 
actual cost-per-order obtained from 
the use of the given list — for it is 
in terms of cost-per-order or cost- 
per-positive advertising impression 
created that a mailing program suc- 
ceeds or fails.” 

Mr. Chait, who today heads his 
own direct mail advertising organ- 
ization in New York, but who at the 
time of his address was associated 
with R. L. Polk & Co., Detroit, pro- 
vided his audience with this rule of 
thumb: 

_ . the lists that really work 
well for you are producing orders at 
a cost anywhere from 4 to %4 of the 
cost-per-order on lists which are not 
resultful.” In his remarks, subse- 
quently published in booklet form 
by Polk, under the title, “Those 
Little Golden Lists,” Mr. Chait noted 
this experience: 

“A few years ago I worked up 
some cost-per-order comparisons 

. and was able to determine that 
it was possible to pay . . . roughly 
three times average cost for a list 
that would double our returns. In 
other words, on a list that pulled 
2% in traceable returns, we were 
willing to pay $45 per thousand 
names, as against a list that pulled 
1% at a cost of $15 per thousand 
names.” 


> The key to this kind of arithmetic 
lies in the fact that the cost of ob- 
taining a list usually represents only 
about 20 to 25% of the total per 
thousand mailing cost. 


In any event, when assessing the 
results obtained from mailing op- 
erations, an advertiser should be 
careful not to apply arbitrary per- 
centage standards. The actual dollar 
return per thousand units mailed is 
the important factor to be watched; 
assuming basic mailing costs to be 
much the same, an offer that sells, 
for example, at $35 need pull only 


one-seventh as well — in percentage 
figures — as a product or service 
selling for $5, to bring back to the 
advertiser the same amount of cash 
return. 


> For the mailer whose problem does 
not warrant the expense of special 
list compilation and whose market 
can be clearly defined in terms of 
a standard, existing grouping, the 
mailing list house represents an ex- 
cellent source of names and ad- 
dresses. 

Specific trades, business organi- 
zations located within a clearly de- 
fined area of a particular city, per- 
sons with incomes in a particular 
bracket and the like are examples of 
the kind of lists most readily ob- 
tained through such list houses. An 
advertiser, for example, who wanted 
to mail to every retail book shop in 
the United States — or for that mat- 
ter in any specific part of the U. S. 
— would logically approach a list 
house for these names and ad- 
dresses, since special compilation 
would be expensive and unneces- 
sary and a rental source would pos- 
sibly not be easily available. 

List houses usually publish cata- 
logs, which they supplement from 
time to time, showing the advertiser 
exactly what lists they retain “in 
stock” for his use. As in brokerage 
rental operations, the cost per 
thousand names almost always in- 
cludes addressing service. 

Mailing list houses have a tend- 
ency to specialize in the areas in 
which they operate. The lines in this 
field, however, are not always sharp 
and clear; many brokers whose bulk 
business consists of arranging for 
rentals, exchanges or purchases, can 
also be prevailed upon to compile a 
special list for an advertiser, while 
list houses will often undertake the 
same service if they cannot furnish 
an advertiser with a desired list out 
of “stock.” However, in general, a 
mailer will find his needs best met 
by using a reliable, experienced 
broker for list rentals, a list house 
for securing existing specialized lists 
and a compiler organization when 
his problem requires that kind of 
specific solution. 


> Regardless of which practice the 
advertiser indulges in, it is basic 
that he first define his sales prob- 
lem and have a fairly clear picture 
of the characteristics making up the 
individuals who comprise his poten- 
tial market. With these factors in 
mind, he can then approach a list 
house, broker or compiler, prepared 
to give intelligent instructions which 
will result in obtaining the kind of 
lists that will prove most resultful 
for him. 44 





THE YEAR'S BEST DIRECT MAIL 


From several hundred entries, 76 
were given the Award of Merit at 
the October meeting of the Direct 
Mail Advertising Assn. We are 
proud to present here the details 
of the six leading campaigns. 


Each year, the Gold Mail Box, 
symbol of the tops of all direct mail 
leaders of the year, is one of the 
most coveted of all recognitions 
among users of direct mail. 

Several hundred users submit de- 
tailed presentations to the Direct 
Mail Advertising Assn., sponsor of 
the competition. A conscientious 
board of judges examine the port- 
folios to come up with the winners. 

Thus the IBM Corporation, and 
its direct mail agency, the Buckley 
Organization, can take great pride 
in the fact that it received this 
year’s Gold Mail Box, during the 
DMAA convention in Miami Beach, 
October 9 to 13. 

This, and five other top cam- 
paigns, are described in detail in 
the adjoining columns of this issue. 
If any conclusion is to be drawn 
from the group of winners, it is 
that each of these was successful 
because it kept in mind the in- 
terests and characteristics of the 
group being approached. 

This points up the great advan- 
tage of direct mail—its ability to 
select its audience, to make it as 
homogeneous as desired, and to plan 
its program so that it is most effec- 
tive for the audience it is intended 
to reach. 

Another aspect of the winners is 
the close relationship between di- 
rect advertising and specialty adver- 
tising. Many of the winners might 
have been entered in ASNA’s com- 
petition (see AR, September, p. 
82). 

Finally, the preponderance of in- 
dustrial accounts is noteworthy, but 
not really surprising. Consumer 
campaigns can rely on the mass me- 
dia, but products of special appeal 
need the specialized approach of 
direct mail, 


Gold Mailbox Trophy for 
Tops of All '60 Direct Mail Leaders 


Advertiser: Data Processing Di- 
vision, International Business Ma- 
chines Corp., White Plains, N.Y.; W. 
Hunter Simpson, manager of adver- 
tising and promotion. 


Supplier: The Buckley Organiza- 
tion, Philadelphia. 


Category: Direct mail campaign 
for industrial products. 


Budget: $25,000 to $49,999. 


The Campaign: Bank presidents 
are notoriously hard for salesmen 
to reach, and this campaign was de- 
signed to establish the IBM “total 
systems” concept, as it applied to 


bank operations, and to gain access 
to the presidents of the 500 largest 
banks in the country. 

The campaign was based on the 
theme of the Arabic numeral, the 
start of our modern system of 
counting and figuring, and was de- 
signed to gain interest and to illus- 
trate the concept of the theme 
“With IBM you get the complete 
picture.” 

The first mailing was a Iarge 
package, addressed by individual 
name on a specially-printed label. 
Inside was a handsome modern wal- 
nut tray, whose base was made up 
of six square tiles. However, only 
tile #1 was in place. For the others 
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Ist CLASS POSTAGE for 

3rd CLASS TTa tilt Wa 
+ 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 


BRODIE'S “FAMILIAR QUOTATIONS” 


I haven’t the least notion who 
said it first, but ’'m certain 


P’'m among the last. 
ROBERT GARDNER 


In our business, we're always last. Every- 
body can be late . . . the copywriter . . the 
paper mill . . the typographer . . the plate 
maker . . but not Brodie. We gotta get it 
out in time AND we generally do. 
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black cardboard squares, had been 
substituted, on which had been 
printed the numbers 2 to 6, using 
the design of the magnetic figures 
for automated handling of banking 
paper documents. 

Accompanying the tray was a 
completely personalized letter and 
an impressive embossed folder, 
which explained the symbolism of 
the first tile. It also explained that 
the tiles were on rice paper, with 
a special ink, and then laminated 
between sheets of clear plastic. Di- 
rections for adding the other panels 
were also included. 

At intervals of several days, each 
man on the mailing list would get 
another tile, along with a handsome 
folder which explained the sym- 
bolism of that tile and related con- 
cepts of the IBM system. It took 
about three weeks for the entire 
series to be completed. 

A supplementary piece was a 
gate-fold printed piece which re- 
produced, in full color and in full 
size, the six tiles, with the same 


copy used in the original mailings 
to explain the symbolism and mean- 
ing of each. These were used by 
IBM salesmen for other bank 
officials. 


Results: Over 50% of the bank 
presidents who received this cam- 
paign wrote unsolicited letters testi- 
fying to its effectiveness. 

More importantly, the IBM sales- 
men got in to see practically every 
one of these bank presidents, and 
more than 1,000 other top execu- 
tives. 


Henry Hoke Award for Courageous Solution 
to a Difficult Problem Solved by Direct Mail 


Advertiser: Pennsy|vania-Trans- 
former Div., McGraw-Edison Co., 
Cannonsburg, Pa.; Irvin R. Isaacs, 
advertising manager. 


Suppliers: Curtis Advertising Spe- 
cialty Co.; Pitt Studios; Mor-Craft 
Co.; (all Pittsburgh). 


Category: Direct mail campaign for 
industrial products. 


Budget: $5,000 to $9,999 


The Campaign: Its purpose was 
to introduce a new kind of paint, 
especially developed by the compa- 
ny for its transformers, and to turn 
this introduction into sales to new 
customers. 

The campaign used letters mailed 
out four days apart, over a two- 
week interval, to the advertiser’s 


own list of 2,695 names. It was 
based on the mythical exploits of 
a character called Petey, familiar 
to the list through his appearance in 
eight earlier direct mail campaigns. 

The first mailing was sent on the 
letterhead of “Herrold-Lloyds of 
London, 417 St. James Place, Lon- 
don” postmarked London, Ky. 
Signed by Sherlock H. Watson, it 
stated that Petey had requested in- 
surance on several renowned paint- 
ings he had arranged to borrow 
from a Paris museum, and that they 
expected to issue the insurance un- 
less derogatory information was re- 
ceived immediately. There was no 
mention of product, or even of the 
sponsor. 

The second mailing was sent from 
Paris, N.Y. It consisted of a post- 
card reproduction of a painting 





from the Louvre, printed in France. 
Imprinted in the message section 
was a note from Petey, indicating 
that he was on the trail of the secret 
of the durability of the paints used 
by the great masters. 

The third mailing was a letter 
from Stuart Whistler, of the U. S. 
Paint Testing Laboratory, Paints- 
ville, Ky. It told of the important 
tests that had been made on the 
great paintings sent in by Petey, 
and included a general summary of 
the official report from the lab, 
which ended up with the copy: “Al- 
though materials differ, techniques 
used by the world’s greatest artists 
can be applied with great effective- 
ness to present-day finishes.” 

Next came the first real product 
pitch, in a letter sent out from Can- 
nonsburg on Petey’s personal sta- 
tionery. This report went into detail 
on the new finish, with technical 
information and data, as well as a 
copy of an insert which would be 
used in business magazines. 

The final mailing to the prospect 
list was a corrugated box which 
held four paint cans, each with a 
different color label, carrying tech- 
nical copy on the process. But in- 


Advertiser: Mack Trucks Inc., 
Plainfield, N. J.; A. G. Crockett, di- 
rector of sales development. 


Suppliers: Howard Nostrand Jr.; 
Charles Francis Press Inc., New 
York; Charles Offset Co. Inc., (all 
New York) 


Category: Direct mail 
for automobiles 


campaign 


Budget: $50,000 and up. 


The Campaign: To promote the 
continuity of Mack progress in its 
60 years of operation, a mailing 
campaign was designed to reach 
users and prospects, through deal- 
ers. About 97,000 names were on the 
list, although actual mailing and 
handling was done by each dealer. 


stead of paint, each can held in- | 


dividually-wrapped sourballs, in the 


same color as the labels. Over 250,- | 
000 pieces of candy were used. The | 


cans were chosen to keep the 
weight of the package just under 
two pounds, to keep postage bills 
down. Petey’s card was inserted in- 
to each package. 


> A supporting campaign went out 


to sales representatives. Each was | 
sent a gray tie with the V.I.P. sym- | 


bol and a similarly decorated tie 
bar. V.I.P., which stands for “Vinyl 


with Inner Phosphate,” was intro- | 
duced only at the fourth mailing, | 
but is being used as the theme for | 


the new product advantage. The 
salesmen were offered prizes of 
Craftint oil painting sets for new 
orders and bonus orders, accom- 


panied by case histories. A series | 
of letters and result announcement | 
cards handled this phase of the pro- | 


gram. 


Results: Documented sales to new 
customers were recorded in the 


amount of $143,000, plus an un- | 
measured amount of goodwill and | 


industry talk about the new finish 
and the campaign itself. 


Se 
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The series consisted of six mail- | 
ings, sent out every other month | 
through the year 1960. Each was 
identical in format, going out in a | 


specially-designed envelope which 


included the slogan “They’ve worked | 


their way into the language.” In- 
side was a folder, 12x9’’, with the 
same slogan, holding a color print of 


an antique Mack truck, specially | 


painted for the series by artist 
Howard Nostrand Jr. 
It started with the first bus in 


American, produced by Mack in | 
1900, and worked through the years, | 


with the latest truck shown being a 


1916 model. The folder carried some | 


background information on the an- 


tique shown, and some description | 


of a current model, frequently in the 


same category as the antique illus- | 


the 
dream 

of every 
artist... 


. . is to work with ease 
on a colored drawing 
board ideal for posters, 
illustrations, and pres- 
entations that radiate 
their enthusiasm... 


‘ 


.+.is to have a choice 
of over 69 colors and 
finishes... 


CRESCENT !S THIS 
DREAM-COME-TRUE 
...a vast selection for 
every artist. See them 
at leading art material 
dealers or write for 
samples! 
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1240 N. HOMAN AVE./CHICAGO 51, ILL. 
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GLOSSY PHOTOS 
iN au ANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
gl photos 

e busi- 
neikt 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled 
Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


c of 1 
on request. : 
MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohie St, * Chicago 10, Illinois 
Dept. N-l1l @ Telephone: MI chigan 2-5651 





Before you 
make your 


next mailing 


. . » CHOOSE 
FROM THE 


“ABILLION 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence. a detailed 
letter about your list problems 
along with sample mailing pieces, 
ads, etc. NO COST OR OBLIGA- 
TION. Write: 


MAIL ORDER 
sees LIST SERVICE, Inc. 


MAIL ORDER LIST “2 | eeeenanees 


Y L 


pt. a 
38 Newbury St., Sedion 16, Mass. 
Charter Sanlies National Council 
of Mailing List Brokers 
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trated. Original ads of the truck 
shown were also included, to lend 
another touch of nostalgia. No ad- 
vertising is on the prints themselves. 

The mailing pieces were produced 
in New York and bulk shipped, in 
specially-imprinted sealed enve- 
lopes, for addressing and mailing 
locally, to Mack branches and dis- 
tributors. 


Results: While this campaign is es- 
sentially institutional, actual sales 


Advertiser: General Electric Co., 
(Receiving Tube Division), Owens- 
boro, Ky. 


Producer: The E. F. MacDonald 
Co., Dayton 1, Ohio; William C. 
Epstein Jr., creative account super- 
visor. 


Category: Direct mail campaign 
for industrial products 


Budget: $25,000 to $49,999 


The Campaign: Its purpose was 
to increase the sale of G.E. tubes to 
distributors. Since it was a limited 
group of only 297 people, and the 
unit sales was high, the incentive 
offered could be considerable, and 
it was! All distributors who met 
their quota of purchases for the 
year were offered an all-expense, 
two-week trip to Europe for them- 
selves and their wives. 

Late in July, 1959, a series of dis- 
trict announcement meetings was 
held, and the first mailing piece, a 
simple self-mailer, 4%x11’’, in two 
colors, was sent out as an invitation. 
These meetings, which included din- 
ner and cocktail party, a 45-minute 
show and filmstrips showing high- 
lights of the tour, kicked off the 
campaign. 

From the beginning, the wives 
were included. Not only were they 
specially invited to these meetings, 
but all mailings were sent to the 
homes of the distributors, many ad- 
dressed directly to the wives, 


of trucks, valued between $12,000 
and $20,000, have been recorded as 
coming from inquiries produced, 
even with the campaign only half 
through at the time the entry was 
prepared. 

Individually framed sets, ice buck- 
ets and trays including plastic-cov- 
ered prints, are being developed as 
a result of demand from the field. 
These will be made available through 
the company’s cooperative advertis- 
ing program. 


> In all, 30 mailings, usually sent out 
first class, were used in the year- 
long campaign. Most of the mate- 
rials consisted of items bought on 
the open market, obtained at little 
or no cost in many cases, some- 
times imprinted, but almost al- 
ways with a covering letter on spe- 
cial “Road to Rome” letterhead. 
Here, briefly, are some of the mail- 
ings, not necessarily used in this 
order: 


© Travel-Tips ... Britain . . . This 
was a pocket-sized booklet, prepared 
by TWA. Similar booklets, on 
France and on Italy, were sent out 
a month apart. Each carried a note 
tying it into the campaign goal. 


© Phonograph records . . . Three of 
these were sent out, one at a time, 
in envelopes with the slogan “Music 
to Win By,” and each characteristic 
of one of the three countries to be 
visited. 


® Greeting cards . . . Holidays were 
used for mailings. For example, on 
July 14, each distributor received 
a Bastille Day card, mailed from 
Paris. A Christmas card was mailed 
from Rome, and showed a detail of 
the mosaics from the Baths of 
Caracalla. A Valentine card, spe- 
cially designed, tied in all three 
countries. 


© Novelty mailings . . . These took 
a number of forms. A folder was 
sent out with three Italian coins, to 





be tossed in the Trevi Fountain in 
Rome. A picture postcard was sent 
out from England. A phonograph 
record postcard, obtained from the 
French Government Tourist Office, 
was imprinted and sent out. 


® Gifts . . . Some specialties were 
used. Each wife received an Italian 
hand-painted platter for Christmas. 
She also received a set of glasses, 
with foreign scenes, for answering a 
questionnaire. Italian matches, 
French note-paper, a British pewter 
mug, all whetted interest. 


@ Available material .. . G.E. took 
advantage of printed material that 
could be fitted into the program. A 
special issue of Holiday devoted to 
Rome, and an Italian supplement of 
the Chicago Tribune, were pur- 
chased and sent out with identify- 
ing material. 


Advertiser: De Geillustreerde Pers 
N.V., Amsterdam, Holland; C. W. C. 
L. Brandenburg, advertising direc- 
tor. 


Suppliers: Reclamebureau Han 
Snel N.V.—agency; J. C. de Kruyff 
—art director; Drukkerij Confiance 
—printer (all Amsterdam). 


Category: Direct mail campaign in 
communications. 


Budget: $5,000 to $9,999 


The Campaign: The advertiser isa 
publishing organization, which, 
among others, issues a women’s 
weekly, Margriet, with a circulation 
of 700,000. Much of the advertising 
originates with agencies and adver- 
tisers outside of Holland, who can- 
not be reached effectively and eco- 
nomically by sales representatives. 
Direct mail was called upon to draw 
the attention of space buyers to this 
medium. 

Six pieces were sent out, during 
March and April 1960, to a total list 
of 2,900. Since many countries were 


® Helpful information ... As the 
campaign began to draw into its 
final phases, the mailings took ad- 
vantage of existing materials, both 
to smooth out the details of such 
a trip, and to make it seem more 
real and desirable. One mailing, for 
example, included applications for 
a passport, which were obtained in 
bulk from the State Department. 
Another included customs hints and 
health forms. A third had packing 
hints; a fourth was a pamphlet on 
travel photography for amateurs. 
One mailing had government mate- 
rial on the role of tourists as am- 
bassadors. There was even a small 
mailer on souvenirs and what to do 
with ticket stubs, postcards, etc. 


Results: Of the 297 distributors, 
about 175 qualified by meeting their 
quotas. G.E. is planning a similar 
campaign for the present year. 


covered, the campaign had to be 
done in four languages. English 
was used for 1,100 pieces going to 
Sweden, Norway, United States, 
Canada, Denmark, Italy, England 
and Japan. German was used in the 
same number for Austria, West 
Germany, Czechoslovakia and 
Switzerland. 550 pieces in French 
went to France, Hungary, Switzer- 
land, Belgium and Morocco. Finally, 
150 pieces in Dutch went to the 
Flemish part of Belgium. 

The theme was based on the fact 
that the name of the magazine is 
also that of a flower and of a girl. 
So the first piece, a teaser was sent 
by air in an envelope of laid paper 
with a marigold blind-embossed on 
the flap. The front of the folder en- 
closed had, in simulated handwrit- 
ing, the question “Can we make a 
date?” Inside, a printed message 
read: “Won’t you come and talk 
to me? My name is Margriet and 
progressive businessmen like you 
find me the most attractive intro- 
duction to the Dutch market. Each 
week I go into 700,000 homes,” To 











When considering 
buying envelopes 
in Canada 
contact 


GLOBE 


ENVELOPES trp. 
1070 QUEEN ST. E. 





TORONTO, ONT. 


WARNING! 


You'll have to hide this 
Flat-as-a-pancake 


GUMMED PAPER 
SAMPLE BOOK. 


Why? Everybody wants one. 


It's packed with samples of the 
latest Brown-Bridge gummed 
papers that are sure to spark 
sales-making ideas. 


ASK FOR BOOK p.2110 


THE BROWN-BRIDGE MILLS, INC. 
TROY, OHIO 
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YOU CAN SELL THE 
HIGH SCHOOL MARKET 
AT LOW COST 


with Special Correspondents’ qualified, 
guaranteed of 23,000 
U. S. high schools. All on addressograph 


plates this list is available for national, 


up-to-date list 


regional and local mailings, or by enroll- 
ment size. For full information on how 
to reach and sell this market effectively 


and at low cost, contact: 


RITA CORR, Secretary 


Special Correspondents, Inc. 
230 East Ohio Street, 
Chicago, Ill. DElaware 7-1065 
or contact our representatives = 
Vv. P. Mac Mahon, New York 
17 E. 48th St., New York 17, N. Y. 
Telephone: Plaza 5-1127 


M. D. Lloyd, Cleveland 
11863 Edgewater Dr., Lakewood 7, Ohio 
Telephone: Academy 1-2368 


Lioyd R. Mueller, Wisconsin 
2644 No. 30th St., Milwaukee 10, Wisc. 
Telephone: Hilltop 2-7427 


Mrs. John Turk, Los Angeles 
564 So. Van Ness, Los Angeles 5, Calif. 
Dunkirk 4-2558 
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send your product, send a photo. 


anil Vc 


GLOSSY 
mien iths 
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because they are QUALITY photos. 
8 x 10 GLOSSY PHOTO PRICE LIST 
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7A 
in lots 


of 100) 


84 - aa * November 1960 


| Category: 
| for industrial products. 


| Budget: $25,000 to $49,999. 


add color, a 4%4” high, diecut, full- 
color figure of a pretty blonde with 
a bouquet of marigolds was slipped 
into the envelope. 

The second mailing, sent by air 
just four days later, was almost as 


| vague, but had just a little more 
| facts. It was a little larger, with the 


diecut girl having grown to near- 


| ly 6”. 


The third mailing went out by air 


| three days later, and it had grown, 
| both in the number of facts it in- 


cluded, and in the size of the girl, 


| now 814”. 


The fourth mailing left Holland 


| a week later by surface, first class, 
| and was a diecut folder in the shape 
| of a typical Dutch canal-side house. 
| Its shuttered windows 
| opened, to reveal the modern in- 
| habitants. The copy repeated that 


could be 


the magazine entered 700,000 Dutch 
homes, while a diecut golden key, 


| Advertiser: West Virginia Pulp & 
| Paper Co., New York; Harold von 
| der Osten and Robert Walwer. 


| Suppliers: Monogram Art Studio; 
| Fuller & Smith & Ross (both New 


York). 


Direct mail campaign 


| The Campaign: This was a co- 
| ordinated program designed to in- 
| crease the company’s effectiveness 


in the commercial printing field. 
This was to be achieved by a group 


| of direct mail activities which fell 
| into a number of separate, but in- 


tegrated, campaigns. 

A mailing list of 15,000 selected 
printers, paper users and specifiers 
was used, to stress the value of more 
effective high quality design, color 
and printability results, and their 
dependence on fine papers. 

The first part of this program, 


| and its backbone, was a series of 


attached to the outside of the fold- 
er, symbolized the way to reach 
this market. 

About two weeks later, mailing 
#5 left, also by first class surface 
mail. It used the same house shape 
as the previous piece, but in a dif- 
ferent color. It was basically a rate 
card, with mechanical requirements, 
rates, and other information. 

The final mailing was sent out 
as printed matter two weeks later. 
It was a folder introducing a young 
lady from the advertising depart- 
ment, who told informally the serv- 
ices available in her office for for- 
eign advertisers. 


Results: These are particularly 
difficult to measure directly, but 
many pleasant letters were received, 
and the representative who fol- 
lowed the mailing with visits to 
many on the mailing list reported 
high readership and new contracts. 


|'WESTVACO 


easy-to-identify sample books, 
mailed at intervals to the key pro- 
motion list. The design made each 
easy to identify, both by brand 
name and manufacturer, while the 
covers illustrated the types of uses 
for which this paper was especial- 
ly suited. 

A series of full-color advertise- 
ments in leading graphic arts pub- 
lications showed how well-known 
advertisers used Westvaco paper. 
These ads were also merchandised 
with special mailings. 

A third program used actual 
pieces of special interest which had 
been printed on Westvaco stock. 
Among these were copies of the 
Rose Bowl official program, a Rich- 
field Oil Co. booklet of western 
wild flowers, a Marine Corps book- 
let on use of the flag. These were 
timed to match the time of year, 
and created great response, with 
usually many requests for addi- 
tional copies. 


A fourth program was aimed at 
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specialists 
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graphic arts 
industry 


ABUNDANCE is symbolized by the cornucopia this 
chambered shell resembles. Abundance is main- 
tained in the storehouse of your Oxford merchant to 
assure ready availability and swift delivery of quality 
Oxford coated text and matching cover papers, in 
specifications to meet every printing and budget need. 


Oxford North Star Papers, pride of the line, are a 
new family of trailing-blade-coated papers, distin- 
guished for their remarkable levelness and their 
exceptional polish. North Star superiority among 
coated papers can be demonstrated for you by your 
nearby Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17, New York. 


NORTH STAR LETTERPRESS PAPERS 
Ox FORD Polar Superfine Enamel 
Pa 


Mainefold Enamel 

(for this insert, basis 25 x 38 —100 Ibs.) 
NORTH STAR OFFSET PAPERS 
Polar Offset Enamel 


HELP BUILD Polar Offset Enamel Dull 
SALE ~ Mainefiex Offset Enamel 


Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK «+ CHICAGO «+ BOSTON 





helping the printer solve technical 
problems, tying in with the com- 
pany’s system of direct distribution 
through technical specialists. In 
particular a campaign of six mail- 
ings on proper humidity control 
won wide recognition in the indus- 
try—even from competitive paper 
manufacturers! 

The fifth program was _ broadly 
institutional, and continued the 
highly-respected publication West- 
vaco Inspirations, as well as other 
general pieces, like the company’s 
annual report. 

Another program was designed to 
clean up the mailing list, through 
the use of a special postcard design. 
Not only did it achieve a 35% re- 
sponse, but the design itself was 
adopted by at least one recipient, 
an agency, for its client, which led 
to a carload paper order for this 
particular stock. 

Finally, a consolidated paper 
stock catalog was developed, using 
many of the same items that had 
been used in the earlier programs. 


Results: On the average, 5% of all 
recipients requested samples and 
further information. More than 
3,000 new names were added to 
the basic promotion list. Finally, 
total sales increased by 10% in a 
difficult market, and while there 
are other contributing factors, this 
direct mail activity is a major part 
of the company’s total marketing 
activity, and must be given a good 
deal of the credit. 44 


Envelope Show Windows 
Feature Glories of Color 


An advertising brochure, showing 
the possibility of color film over the 
envelope’s showcase window has 
been released by the Gaw-O’Hara 
Envelope Co., Chicago. 

The window film is amber colored 
to add depth to black-and-white il- 
lustrations or to add an interesting 
change of tint to color illustrations. 

The envelopes are also available 
with bright red film over the ad- 
windows. 

- for more details circle 1135, page 139 


Three New Directories 
Published by Merchandiser 


The publishers of Variety Store 
Merchandiser have released three 
new five-part directory mailing lists 
in the variety and non-food lines. 


e The first is a 600-page directory 
featuring a compilation of buyers 
and purchasing executives for the 
31,700 stores in the variety-general 


merchandise chain store field. This 
listing includes all key buying exec- 
utives of the 1,450 chains and 8,000 
independent variety and_ general 
merchandise stores in this ever-ex- 
panding market. 


e The second directory is a com- 
pilation of non-food buyers in the 
30,000 store, $2 billion grocery chain 
and supermarket non-food field. 


@ The third directory is a selective 
list of chain drug store buyers, rep- 
resenting 4,500 super-drug stores, 
who buy the broader variety mer- 
chandise lines added to traditional 
drug store assortments in an $800 
million market. 


Each of the three directories also 
contains four additional sections in- 
cluding a listing of 1,800 jobbers and 
wholesalers specializing in variety 
merchandise lines; a listing of 6,000 
manufacturers of variety merchan- 
dise; a listing of 600 selected manu- 
facturers’ sales representatives; and 
a listing of 1,200 manufacturers of 
display and store equipment. 

Price for all three case-bound, 
hard-covered directories is $75; 
price for one directory, $30. Com- 
plete information is available from 
Merchandiser Publications, 419 Park 
Avenue, South, New York 9. 44 


Business Mai! Foundation 
Publishes Newsletter 


A four-page monthly newsletter 
is being published, for members 
only, by the Business Mail Founda- 
tion, New York. 

The newsletter will be used as a 
spokesman for the BMF — a non- 
profit organization — and will be 
sent to the membership list of direct 
mail companies, printers, litho- 
graphers, publishers, etc., which be- 
long to the organization. 

The first issue of The BMF News- 
letter describes the 1960 foundation 
program for establishing better 
public relations between the public 
and users of the medium; a case 
history of a church’s use of direct 
mail and articles on the Founda- 
tion’s war on “smut mail.” 

Complete information is available 
from The Business Mail Foundation, 
130 E. 59th St., New York 22. 44 


Flash Bulletin Catalog 
Shows Full Color Samples 


The National Creative Sales line 
of pre-printed letterheads is illus- 
trated in a new full-color catalog. 

Created for use in direct mail 





FLEX~ SHO Displays 


are comparable to CUSTOM-MADE 
units, yet sell for MUCH LESS MONEY! 


Select components to fit 
your space requirements and 
budget 

All parts can be assembled 
in minutes without tools 


Give your next display a distinctive treat- 
ment. Personalize it with such FLEX-SHO 
components as: 


Translite Boxes 


Cabinets with 
Sliding Doors 


Woodslat Drapes 
Extra Insert Panels 
Planters 
Header Panels 


Shelves 
Send for illustrated brochure 


HARTWIG DISPLAYS 
1325 N. Van Buren 


Milwaukee 2, Wis. 
A 3646 N. Broadway Chicago 13, Ill. 
ge: 5029 Waggaman CL. McLean, Va. 
2426 W. Lake Ave. Ocean Side 

Long Island, N.Y 
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830 Isabella St., Oakland 7, Calif. 


461 W. Erie St., Chicago 10, Illinois 
249 W. 29th St., New York 1, New York 
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IT'S A JOB FOR Dealer Imprinting 

2 / Our Specialty 
Stik-a-lette & Any Amount — As Required 
The ALSO— MAGAZINES, CATALOGS, 
professional FOLDERS 
lettering Write for ° 
technique literature and samples | SERSEN’S IMPRINTING 


120 Se. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


| & Stik-a-letter Co. 


Rt. 2, 30x 1400, Escondido, Calif. | 


INDUSTRIAL MAIL USERS! 


For the first time—a Guide to over 3,500,000 
firms and institutions on IBM cards—organized 
by U. S. Government Standard Industrial Classi- 
fication (SIC) system. Up-to-date counts for AGRI- 
CULTURE @ MINING e CONSTRUCTION e MANU- 
FACTURING e@ TRANSPORTATION e UTILITIES @ 
RETAILING e@ FINANCE e INSURANCE e REAL 
ESTATE @ SERVICES e CHURCHES e SCHOOLS 
@ LAW FIRMS. Electronic list selection by size 
ond type of business, town size, county or dis- 
tributors’ territories. 


Write or Phone for this 
Valuable Booklet ! 


NATIONAL BUSINESS LISTS, INC. 


162 N. Franklin « Chicago 6, Ill. « FRanklin 2-0653 
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campaigns, etc., the 81x11” letter- 
head forms are illustrated with color 
art and are imprinted with copy 
headlines to set the theme of the 
letter. 

Basic copy and art themes are 
available for sales promotion pur- 
poses, inter-company announce- 
ments, notices to stockholders, holi- 
day letters, fund-raising, collection 
letters, contest mailings, etc. 

Prices range from 5¢ each for or- 
ders of under 200 to $16.50 per 
thousand for 25,000 lot orders. All 
bulletins shown in the catalog are 
available in stock. 

Copies of the catalog are avail- 
able. 


+ + « for more details circle 1136, page 139 


New Mail Inserter Handles 
Greater Envelope Variety 


A new inserter that handles a 
greater variety of envelope sizes 
has been developed by Friden Inc. 

The latest version of the Friden- 
Ertma Mail Inserter, the new unit 
takes envelopes as small as 33/16” 
square, and as large as 95¢x6%” 
large. It can handle insertions at 
speeds of up to 6,000 envelopes per 
hour, gather and stuff as many as 
eight inserts, then seal, count, and 
stack the envelopes, ready for mail- 
ing. 

It can be handled by one opera- 
tor feeding in the insertions or used 
with up to seven additional stations, 
including those for tabulating and 
open feeding. Any station can be 
switched off when not wanted with- 
out stopping operation on the others. 

The machine has a push-button 
action and can pick up punched 
tab cards by means of a “knife- 
feed” device. It is able to handle all 
weights, thicknesses, and surface 
finishes of paper stock. 

Additional information can be ob- 
tained from the Promotion Plan- 
ning Dept., Friden Inc., 1 Leighton 
Av., Rochester 2, N.Y. 44 





You mean you carried 2000 letters 
in your pockets 3 days and forgot to 
mail them? 





American Home's 


Spectacular 


Inserts 


Admen need something 
to catch their eye, 

and these inserts, 

in spite of 

production problems, 
did the trick. 


By Allen Sommers 


Shortly after the Curtis Publish- 
ing Co. purchased The American 
Home Magazine, one of the com- 
pany’s top promotion men was 
transferred to it from another Cur- 
tis publication. Objective: to or- 
ganize and direct a vastly expanded 
program of advertising, promotion 
and merchandising. One of the first 
projects to be undertaken was the 
development of a coordinated cam- 
paign of business paper advertising 
and direct mail. In the year and a 
half since this campaign has been in 
operation, it has become recognized 
as one of the most outstanding of its 
kind. 

The Curtisman directing it is 
Jess Hadsell, formerly the creative 
manager of Holiday and now adver- 
tising and sales promotion manager 
for American Home. He is ably as- 
sisted by another Curtisman, Herb 
Ehrlich, who was transferred from 
The Saturday Evening Post to head 
— Ms up the direct mail operation. But 
Jo GETS 3 Y a a these aa claim = 
J credit for American Home’s spectac- 
ee ular advertising. In fact, its success 
THE is due largely to a _ closely-knit 
GROUND? “g team operation involving the agen- 
er cy, BBDO, and the art firm of Mel 
: Richman Inc., Bala-Cynwyd, Pa., 

and New York. 


SALES 
OFF 


>» At the creative team‘s first meet- 
ing, a decision was made to develop 
a series of magazine inserts or 
“spectaculars” which could also dou- 
ble as direct mail pieces. Objectives 
were outlined, copy angles agreed 
upon and a few preliminary rough 
layouts drawn up. 

In subsequent meetings, it be- 
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N need to settle for 


drab, dull, sales literature when 
you can have the sales-making 
power of full color lithography 
by Crocker! Colorform runs 
and new production techniques 
make it possible. FREE Book- 
let tells how. 
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Pop-up House .. . This spread insert had 
to be glued by hand, with special care to 
see that the roof peak coincided with the 
center of the gutter. 


came apparent that the program 
would be a production man’s night- 
mare, for every advertisement in- 
volved an elaborate die-cut insert, 
a pop-up or a complicated fold. 
Many of them had moving parts 
which were activated by the reader 
as he turned the pages of his mag- 
azine. Most of the pieces were too 
complex to be fabricated by stand- 
ard machines and had to be pasted, 
folded and assembled by hand. Few 
of the magazines on the schedule 
had ever been faced with so many 
production difficulties. In fact, there 
was even little precedent for arriv- 
ing at space cost for inserts of such 
unusual sizes and shapes. 

Since the magazines varied by 
size, binding and mailing procedures, 
it was necessary to design separate 
inserts for each publication. This 
turned into an advantage because 
it created variety in both the ad- 
vertising and direct mail program. 


> Who gets the credit for all the 
ingenious devices that came out of 
these meetings? Mr. Hadsell says 
no one can claim more credit than 
the man next to him on the crea- 
tive team. “We used a brainstorm- 
ing technique. Every time a rough, 
but promising idea came to the 
surface, we all jumped on it... 
each man adding suggestions and 
modifications until we were satis- 
fied that we had an insert which 
would make the advertisers sit up 
and take notice.” Many of the copy 
objectives did not develop into ma- 
ture ideas in the meetings. 

Most of these were handed to 
Steve Lewis, Richman’s contact man, 
who took them back to the Mel 
Richman’ organization in  Bala- 
Cynwyd where designers and illus- 
trators worked them over until an 
outstanding visual approach evolved. 

To a man, everyone on the crea- 
tive team agreed that meaningless 
“gimmicks” were out. As Mr. Had- 
sell put it, “none of us wanted to 


be accused of using some ridiculous 
device that would get attention but 
might fail to arouse the reader’s 
interest enough to draw him into 
the advertising message. Every vis- 
ual approach had to fit the theme so 
naturally that one would scarcely 
know where art left off and copy 
began. The usual gimmick ad or 
mailing piece often falls apart right 
in front of your eyes. We wanted 
none of that.” 


> The first insert developed by the 
group involved a house that literal- 
ly popped up in three dimensions. 
This one ran in Sales Management 
and was used simultaneously as a 
special mailing piece sent to agen- 
cies and advertisers. 

From an art point-of-view, Mel 
Richman Inc.’s designers had a 
tough nut to crack. The house had 
to have a contemporary look about 
it, as a graphic indication of Ameri- 
can Home’s editorial direction. It 
had to reflect good taste, and it had 
to show brick, cement, glass, wood, 
metal and roofing—all advertised 
products. And, of course, the human 
element had to be included: on one 
side of the house a cook-out is in 
progress, in the front a woman wa- 
ters flowers, around the corner a 
figure is painting the woodwork. 

The art was prepared so that the 
house rested on two pages, crossing 
the gutter of the magazine. These 
pages represented the lawn; there 
was even a simulated flagstone patio 
positioned close to the house. An 
area at the bottom of the spread 
was reserved for copy that told the 
advantages of advertising in Ameri- 
can Home. 

Constructing this pop-up house 
posed a difficult mechanical prob- 
lem. For one thing, the house had 
to be pre-fabricated by hand, and 
it had to be tipped onto the base 
pages with unerring accuracy. If 
the fold of the roof weren’t smack 
on the line with the magazine’s gut- 
ter, the insert would close im- 
perfectly. All this called for precise 
positioning and delicate handling. 

Other problems cropped up one 
after another. For example, it was 
found that 80 pound offset stock 
would do very nicely for the sides 
of the house, but it rippled badly 
on the roof where the edges were 
glued to the walls. After much ex- 
perimentation, the printer, Charles 
Offset, New York City, discovered 
that 100-pound stock was the right 
weight to give a smooth surface to 
the roof. Gluing was another im- 
portant consideration: one model 
glue after another was discarded 
until a house could be designed 
that could be held together with a 
minimum of tabs. The fewer the 
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tabs, the less expense involved in 
costly hand work. 

Admittedly, American Home’s 
promotion people, the designers and 
printers were terrified by what 
seemed to be unsurmountable prob- 
lems in creating this pop-up house. 
But it was well worth the effort. 
Four months after the insert ap- 
peared and the direct mail version 
was sent out, a steady stream of in- 
quiries and favorable comments 
was still coming in! 


> The “Coffee Pot” insert was next. 
It was tipped into both Media/Scope 
and Printers’ Ink; another quantity 
was set aside for mailing to Ameri- 
can Home’s entire promotion list. 
This four-page ad was die-cut in 
the shape of a coffee pot, with the 
spout facing into the gutter of the 
magazine. Duotone photographs ran 
across the inner spread and copy 
enlarged upon the provocative 
theme presented on the first page: 
“Something’s Brewing at American 
Home...” 

Did this unusually shaped insert 
pay off in reader attention? It so 
happens that Media/ Scope measured 
the readership of the issue in which 
the Coffee Pot appeared. The high- 
est rating for an editorial feature in 
the issue was 69. The average rating 
for an ad was only 12. But, the Cof- 
fee Pot was right up with the best 
read editorial, rating a notable 65 
—the second highest rating for an 
ad ever recorded by that magazine! 

American Home, Mel Richman 
Inc. and BBDO collaborated on the 
idea; art was prepared by Mel Rich- 
man; and Charles Offset Co. did the 
printing in two colors on 100-lb. 
text. 
> The third 


insert in American 
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All Different—All Alike . 
its own point in its own way. 


- each made 


Home’s campaign of spectaculars 
was specifically prepared to run in 
Advertising Age. It was the least 
complicated and one of the most 
successful inserts in the series. Art 
and copy ran on both sides of a 
single sheet of 100 lb. stock, both 
taking full advantage of a scattering 
of elliptical holes die-cut through 
the page. On the first side the art- 
work showed a cartoon figure armed 
with a drill—a neat tie-in with the 
headline that reads “Ads Can Be A 
Bore”. On the reverse side, the holes 
served a completely opposite func- 
tion. This time the figure was plug- 
ging up the holes (indicated by art), 
and the copy reads “Are The Plugs 
in the Right Space?” 

From the standpoint of art, pro- 
duction and advertising space, the 
“Hole” insert is actually the least 
expensive in American Home’s 
schedule. Mel Richman prepared the 
art; Charles Offset handled the 
printing (one color) and die cut- 
ting. 


> The fourth ad insert was again 
designed specifically for Advertising 
Age. This one carried the headline, 
“Off To A Flying Start”, with copy 
continuing, describing the exciting 
changes taking place recently in the 
pages of American Home. 

The artwork was created to show 
a large, rather whimsical figure of a 
pilot togged out in helmet, flying 
coat, boots and appurtenances. Up- 
on close inspection, Advertising 
Age’s readers realized that the pilot’s 
coat was actually a die-cut gatefold 
that could be swung open. Another 
realistic and intriguing trick (and 
one that made it impossible for the 
reader to overlook the gatefold) was 
the turned-up bottom corner of the 
coat. With the gatefold open, the 
pilot was revealed with a chestful of 
ribbons and decorations—each in- 
geniously worked up as one of the 
editorial aspects of American Home. 
(One medal was a flower pot; an- 
other a scissors, and so on). The in- 
side portion of the pilot’s coat was 
rendered an imitation of a paisley 
pattern, and dominating it was a 


large American Home logo. Inter- 
estingly, aside from this concealed 
logo, there was no other mention of 
American Home in any part of the 
text! The reader had to open the 
coat to learn who the advertiser 
was. 

Mel Richman prepared the art, 
and Charles Offset printed this in- 
sert in three colors on 100 pound 
coated text. 


> The most recent insert in Amer- 
ican Home’s schedule was a four 
page ad die cut in the shape of a 
gardening glove. When this piece is 
opened the palms of two gloves are 
shown side by side, and between 
them, rising high above the glove 
tips, pops up a bright flower. That 
fits in with the headline: “The New 
American Home is as Fresh as a 
Daisy”. 

The fourth die-cut page carries an 
elaboration of American Home’s 
outstanding advertising qualities. 
Although a relatively simple piece 
to produce, American Home’s pro- 
motion people, along with Mel Rich- 
man and Charles Offset, have given 
painstaking attention to every de- 
tail. Special attention was taken 
with the folds of the flower to make 
it pop up easily. Colors (yellow, 
green, black) were selected to give 
the piece brilliance and freshness. 
Again, Mel Richman did the art and 
Charles Offset the printing. 


> Still in the works are other three- 
dimensional spectaculars. There’ll be 
a spread with an orange that un- 
peels. 

Another will show an American 
Home reader comfortably ensconced 
in a hammock that rides free of the 
gutter and is tipped on to opposite 
edges of the spread. American Home 
intends to develop its suburban 
market story in the insert. 


> Another insert, still on the draw- 
ing boards, is a two-page ad, in be- 
tween which is a disk that spins 
around a grommet. On one side of 
the ad is a woman whose thoughts 
on home service are reflected in a 
“window” over her head. Her 
thoughts are printed on the disk; 
they change as the reader revolves 
the disk. A similar treatment, from 
the masculine point of view, will be 
found on the other side. 

Still another insert will be, bas- 
ically, a spread on building prod- 
ucts. A string is run across the 
spread, through “leaders”, and at- 
tached to a printed die-cut of a 
figure standing on a pile of lumber. 
As the piece is opened the figure 
will be drawn, almost miraculously, 
from the bottom to the top of the 
right-hand page. 44 
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WEIGH THE FACTS...AND YOU'LL CHOOSE WAYLITE. show the boss you know how to 


cut costs without sacrifice of quality—and you’re on your way! Here’s one good tip: look into WAYLITE 
Lightweight Papers for your next printing job. WAYLITE gives you lots more finished pieces per pound 
...and it saves on postage. That’s because WAYLITE weighs less, mails for less. In February, 1960, one 
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Preparing a Job for 


PLE xOGRAPHYXY 


By Alexander R. Bradie 

Chairman, Supplies & Materials Div. 
Flexographic Technical Assn. 

New York 


Correct flexographic artwork be- 
gins with the original color design. 
Preferably this should be produced 
by the converter because he knows 
the limitations of his plant’s pro- 
duction ability. 

The artist preparing the initial 
layouts should be completely fa- 
miliar with plant production and 
his designs should reflect this basic 
knowledge. Practical economic con- 
siderations demand that the artist 
evaluate the proposed design ap- 
proach in relationship to its justi- 
fied production cost. Unless he 
knows the qualifications of printing 
equipment and other equipment in- 
volved in the preparation of printed 
material he may saddle his cus- 
tomer with an inadequate and ex- 
pensive job. Freelance artists have 
to get some aid in this regard or 
their work will have to be revised. 


> It is no less important to know the 
advantages of flexographic printing 
than its limitations. Sales personnel 
who present layouts to prospects 
should be equally familiar with 
production limitations. The artist, 
being removed from the customer, is 
dependent upon the information he 
receives, so proper training and co- 
ordination of all the people involved 
is necessary for best results. A 
well-rounded program for better 
flexographic artwork is based on 
drawing closer together the strong 
points of the artist, the salesmen, 
and production people. 

The production staff and the art 
and design department must co- 
operate to accept the challenge of 
the “unproduceable.” A high degree 
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If your work is to be run by flexography, 
you have to take this into account from the start 
of the planning, allowing for the peculiarities of the process. 


of success is achieved only by close 
coordination of these departments. 
Because of the many steps neces- 
sary for good commercial flexo- 
graphic printing, the art must begin 
by being as nearly perfect as pos- 
sible. Aim the work so that you take 
advantage of the fine points of flexo 
printing and dodge as many of the 
common pitfalls as you can. 


> The artist must allow for some 
slight spread of ink in flexographic 
printing. But there is no set formula 
for determining the amount of fill- 
in which can be expected. It de- 
pends on the nature of the design, 
the presses and their condition, 
standard production speeds and skill 
of pressmen. In_ general, about 
0.010” of fill-in can be expected on 
most jobs. But this allowance is 
mostly a matter of judgment which 
can be acquired only by comparing 
printed samples against artwork. 

Allow for spread also when se- 
lecting percentage of ben day screen 
tint. Keep to comparatively coarse 
screens, with 65-line preferable and 
nothing finer than 85. For most ben 
day tints use commercial tint sheets 
that are so designed that they can 
be applied directly to the black and 
white. It is preferable to do it there 
when feasible, to avoid manipula- 
tion later in photoengraving. 

Avoid as much as possible small, 
fine detail, relief or reverse, with 
large areas of solids of the same 
color. Where the customer controls 
these elements of design it is a chal- 
lenge to the ability of the artist to 
correlate the customer’s require- 
ments with his plant’s production 
capabilities. 


> Try to keep tight register portions 
of a design closely grouped rather 


than widely dispersed throughout 
the design. Where possible try to 
avoid hard, straight horizontal edges 
across the web. Avoid fine positive 
lines registering into reverse color 
openings in areas far apart. Avoid 
planning to overprint too many 
heavy colors until you have checked 
the feasibility with your production 
staff. 

Plan your jobs to use typefaces 
that are readily and economically 
available, minimizing the need for 
handlettering. Use composite or 
keylined black and whites where it 
is necessary for best register and 
color trap control, but use the econ- 
omy and speed of pre-separated 
artwork in most cases. Artwork 
should be laid out with color separa- 
tion simplicity in mind to avoid 
time-consuming and _ expensive 
methods of separation wherever 
possible. 

By means of overprinting various 
transparent and opaque colors, many 
pictorial effects which seem to be 
out of reach can be achieved. Here 
it is important for the artist to co- 
ordinate with the ink department to 
find out what effect will actually be 
achieved with specific colors. 


> Flexo artwork must be compen- 
sated for shrinkage and stretch for 
the specific type of rubber plate to 
be used. This distortion can be done 


This article is based on a special panel, 
which spoke at a meeting of the Flexo- 
graphic Technical Assn., whose members 
were G. H. Anthony, Chase Bag Co.; Leo 
J. Holt, Standard Packaging Corp.; Arno 
Juntunen, Crystal Tube Corp.: Paul D. 
Kennedy, Single Service Div., International 
Paper Co.; Herb Meyers, Mead Packaging 
Inc.; Rolf Schilling, Continental Can Co. 





your 
printing 
looks its 
COLORFUL 
BEST on 


BECKETT 
HI-WHITE 





All illustrations—black and white or full color—look their best 
on Beckett Hi-White. This extraordinary paper commands extra attention; it gives 
an impression of dramatic, startling brightness . . . yet it has a roseate 
undertone which produces the effect of whiteness with warmth. 

Beckett Hi-White accentuates white areas (note the radiant whites 
in the dress, gloves and men’s shirts!), but it also imparts extra sharpness to type, 
creates the illusion of greater depth in colors. 

To be sure your printing looks its colorful best, specify Beckett Hi-White. 
It's available in four book weights and four matching cover weights, also in a wide 
variety of fancy finishes. This insert is a sample of our new companion cover 
stock, Beckett Hi-White Cover. 


Ask your nearby Beckett merchant for complete sample book. 


BECKETT 
PAPER 
COMPANY 


Makers of Good Paper 
in Hamilton, Ohio, Since 1848 


This is BECKETT Hi-WHITE COVER, Smooth Vellum Finish, 50 Ib. 


Color illustration courtesy Simplicity Pattern Co., Inc. 





DIRECT 
MAIL 
IDEAS 


It'll be great when advertising and promotion executives can buy jars of powder and just 
add water to produce instant ideas. Until then, thousands of these professionals will count 
on Advertising Requirements. For AR provides idea-producing case histories and “how to 
do it” articles in all aspects of advertising and sales promotion except the purchase of 


time and space. 


The men and women who look to AR for ideas represent 
almost every company in the U.S. spending $25,000 
or more annually on advertising, plus their advertising 
agencies. If you have a product or service of value to 
these buyers and specifiers, your sales story belongs in 
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by the artist or photographically, 
depending on the design. 

For jobs with multiple units the 
step and repeat camera eliminates 
the tedious task of mounting a series 
of prints vertically and horizontally 
for reproduction, and insures ac- 
curacy that could not otherwise be 
obtained. 

Proof read all type copy and black 
and whites with extreme care, as 
any error detected in this area can 
be corrected much more quickly and 
much less expensively than in sub- 
sequent stages of the operation. 

It is important to use stable base 
drawing materials which will retain 
size and register. Avoid smudging 
and smearing of repro proofs and 
in general keep your copy as clean 
and flat as possible. 44 


Westvaco Inspirations 
Features Yale Photos 


Members of the Yale University 
graphic arts program of the School 
of Art and Architecture produced 
much of the photographic contents 
of Westvaco Inspirations 214, de- 
voted to “A Modern View of Pa- 
permaking.” 

The pictures were the result of a 
field project at Luke, Md., location 
of one of the six mills of West Vir- 
ginia Pulp and Paper Co. Among 
the photographs are shots of one of 
the two paper machines being in- 
stalled at the expenditure of about 
30 million dollars each. 

Copies of the magazine, with a 
cover reproduction of Guitar and 
Violin, a 1913 work of Pablo Picasso, 
are available. 

- for more details circle 1120, page 139 


Paint Made Ingredient 
Of Advertising Inserts 


The Glidden Co. has claimed a 
first with its advertisement activity 
in the Sept. 10 issue of The Saturday 
Evening Post. 

The company “poured” 8,000 gal- 
lons of Spred Satin latex paint into 
the magazine. The paint, enough to 
finish the interiors of 1,300 average 
size five-room houses, was used to 
coat half-page inserts accompanying 
a two-page, four-color spread in 
the Curtis publication. 

The spread invites readers of the 
magazine to “See for yourself how 
just a few light strokes of a damp, 
soapy cloth remove smudges, even 
lipstick, from the opposite page 
coated with Spred Satin.” 

Meldrum & Fewsmith Inc., Cleve- 
land ad agency, conceived the Post 
ad in cooperation with Glidden’s 
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paint division. The inserts were 
coated by the Appleton Coated Pa- 
per Co., Appleton, Wis., shipped to 
the William Feather Co., Cleveland, 
to be overprinted in red, and then 
forwarded to the Curtis Publishing 
Co., Philadelphia. 

Some four carloads of paper were 
used for the inserts, which were 
perforated to allow removal from 
the magazine before the washability 
test was applied. 44 


Copymaker Offered to 
Office Copying Buyers 


New entry in the office copying 
field is a dry-process duplicator 
manufactured by the Copymaker 
Co., 3597 Lee Rd., Cleveland 20. 

Called the Copymaker, it is de- 
scribed as “a complete, low-cost, 
dry-process duplicator, economical 
enough for even the smallest of- 
fice.” 

According to the company it copies 
anything: translucent-typed letters 
or reports, engineering drawings, 
tracings, sketches, charts, maps, 
graphs, hand-written notes. The 
machine uses ordinary Diazo-type 
dryprinting paper, available at office 
supply stores. 

It measures 20x10x9”, weighs less 
than 15 pounds and plugs into any 
standard 110-volt AC outlet. The 
Copymaker sells for $89.50. A timer 
is available for $15. Copymaker with 
built-in timer is $103.50. 44 


Binders, Folders Shown 
In Joshua Meier Booklet 


A 28-page booklet describing 
binders, covers and other products 
for presentation and promotional 
products produced by the Joshua 
Meier Company Inc., New York, is 
being offered by the company. 

The various binders and covers 
are designed for use by advertising, 
sales and sales promotion, produc- 
tion and purchasing personnel. 

- for more details circle 1121, page 139 


Dick Paper Evaluator 
Is Aid to Comparison 


An Impression Paper Evaluator, 
designed to aid in comparing and 
judging essential qualities of im- 
pression papers, is being offered by 
the A. B. Dick Co., Chicago. 

The Evaluator is a six page folder 
in which two types of paper may be 


inserted for comparison purposes. 
Viewing windows cut in the black 
cover assure that papers are subject 
to minimum outside influence. 
Paper properties such as shade, 
smoothness, formation, opacity, and 
caliper are explained in the inner 
pages. 
. for more details circle 1122, page 137 


Alcoa Foil Used in 
Women’s Magazine Ad 


When foil was needed by the Alu- 
minum Company of America to give 
emphasis to its inserts in the Oc- 
tober issues of Everywoman’s Fam- 
ily Circle and Women’s Day, it 
found it had to use more than 1,800 
miles of heavy duty Alcoa Wrap to 
complete the assignment. 

The foil pages in the two publica- 
tions were part of a special insert 
including a full-page, four-color 
facing advertisement announcing the 
free sample. The foil was attached 
to the page along the binding seam. 
Inserts were printed and assembled 
by J. W. Clement Co., Buffalo, N.Y. 

The two publications say they 
have a combined circulation of over 
10 million. Both are sold only in su- 
permarkets. 44 


Cobb Shinn Offers 
Calendar Catalog 


A bulletin showing stock calen- 
dars available from Cobb Shinn, 
Indianapolis, is being offered. 

The calendars are designed for 
many uses and Cobb Shinn reports 
uses on business cards, bookmarks, 
rulers, paper weights, blotters, desk 
pads memos and scratch pads, in 
addition to desk, pocket and wall 
calendars. 

The calendars are available on 
either electrotype plates or repro- 
duction proofs in a variety of sizes 
and styles, in groups of one, 12 and 
24 months. 

- for more details circle 1123, page 139 


We combined our catalogs, as you 
suggested, sir. 





Mike and his Calliope 


. Mike Compton, moving man of 
Boise, Idaho, owns the calliope and it has given him great 
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publicity, but he only gets a chance to sit at the keys to get his 
picture taken. He hires a professional for public appearances. 


A Promotion with Lots of Steam 


A calliope is a long way 
from the moving business, 
but if you’ve always 
wanted a calliope, you can 
find, as Mike Compton did, 


some way to get one and 
use one. 


Mike Compton fulfilled a lifelong 
ambition and helped to double the 
sales volume of his business with 
one fell, melodic swoop last spring. 
He bought a calliope! 

Mike Compton doesn’t buy, sell 
or service calliopes. He’s in the 
moving, storage and warehousing 
business, owner of Compton Trans- 
fer & Storage Co., Boise, Idaho, and 
an agent, for long distance moving, 
of Aero Mayflower Transit Co., In- 
dianapolis. But he just happens to 
like calliopes. 

Because he does, he spent 50 
years wanting one and eight years 
looking for one. And when he final- 
ly latched onto one, he drove it 


from upstate New York 2,385 miles 
to Boise, had it completely rebuilt 
and refurbished, and put it on pub- 
lic exhibition. Boise hasn’t been the 
same since—and neither has Mike’s 
business. 


> Compton Transfer, one of the 
largest moving and storage com- 
panies in the state of Idaho, noted 
a sharp upswing in sales volume 
from the time newspapers began to 
report the progress of the calliope’s 
transcontinental trip last June. 
Business got even better when the 
calliope’s happy whistles started to 
toot through the Sun Valley region. 
And though Mike won’t admit that 
the ancient music maker is any- 
thing more than a hobby, it just so 
happens the company cash register 
has been jingling a merry tune ever 
since the calliope came to town. — 

“Cal,” as Mike Compton affec- 
tionately calls his ancient music 
machine, has tootled at Rotary, Ki- 
wanis and Lions Club gatherings 
in and around Boise. It has pro- 
vided entertainment at rodeos, at 
the Western Idaho State Fair, and 


at the Idaho-Utah District Kiwanis 
convention in Idaho Falls. 

“Cal” has appeared on television, 
was the featured “soloist” at two 
local band concerts (at which the 
attendance was 10 times greater 
that it had been in five years), 
participated in the Veteran’s Day 
parade and two homecoming foot- 
ball games, and even brought Santa 
Claus to town in a pre-Christmas 
parade. 

“People from every one of the 11 
Western states have dropped in to 
our office to tell us they’ve read 
about or seen or heard the callio- 
pe,’ said Mr. Compton. “Every- 
where I go, I’m stopped by people 
I don’t even know who told me how 
much fun and pleasure the calliope 
has given them. We have a scrap- 
book of clippings from newspapers 
all over the West, and dozens of let- 
ters of appreciation from organiza- 
tions which have sponsored gather- 
ings at which ‘Cal’ has appeared.” 


> Because “Cal” has become such 
an attraction, Mike Compton has 
received countless offers to sell the 
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calliope—as high as $65,000—from 
organizations interested in cashing 
in on the calliope’s obvious promo- 
tional value. 

However, he declines any am- 
bitious future for “Cal.” He re- 
fuses professional fees for appear- 
ances of the venerable music maker 
and donates the calliope’s services 
only for community functions. 

Mr. Compton doesn’t actually 
play the calliope; the musicians’ 
union not only provides the artist 
to play the calliope, but a ten-piece 
band to ride along any time the in- 
strument is appearing at a commu- 
nity event. However, Mike is insis- 
tent on driving the music machine 
at every one of its public appear- 
ances. 

“Perhaps I’m a bit selfish,” said 
Mike, “but I get the thrill of my 
life seeing the happy looks on the 
faces of the kids who gather 
around. They laugh and 
about like little pixies. 

“The most appreciative audience, 
though, is the 60-and-over group,” 
Mike grinned. “People like myself. 
‘Cal’ brings back memories of child- 
hood when the calliope led the cir- 
cus into town. No other music can 
recall those memories.” 


dance 


> It was eight years ago that Mike 
began shopping for a calliope. “I 
contacted so many music houses 
that every salesman in the country 
knew Mike Compton wanted a cal- 
liope, but no one could find a good 
one for me,” he said. 

He was told there were only 
about 30 genuine calliopes in the 
country. Two were in museums, 22 
were owned by various Shrine tem- 
ples, and the remaining six or eight, 
he was told, were privately owned 
and most of those in such bad re- 
pair they were inoperative. 

There hasn’t been a calliope built 
in this country since 1920. 

One day last spring, Mike spotted 
an advertisement in a Kiwanis 
magazine. Someone in Salamanca, 
N. Y., had a calliope for sale. Mike 
boarded the next plane for the East 
and found his music machine in a 
rustic livery stable where it had 
been stored for three years. Mike 
closed the deal on the spot and im- 
mediately started his 
journey back to Boise. 

“You should have seen the faces 
on the people along the way as 
‘Cal’ and I drove past,” said Mike. 
“Crowds gathered everywhere I 
stopped, in Cleveland, Chicago, and 
other cities, large and small. People 
offered to buy ‘Cal’ right on the 
spot without even: hearing it play.” 


overland 


>» Mike’s calliope is a Tangley 43- 
whistle instrument powered by a 
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gasoline engine. The engine operates 
the generator for the electricity 
which in turn supplies the power 
for the blower which provides air 
pressure for the whistles. 

When Mike got his calliope back 
to Boise he had to have it rebuilt. 
A redesigned shell which sets off 
the calliope on its truck bed was 
built along the lines Mike recalled 
from his boyhood days. Intricate 
scrollwork was done by Harry 
Hopffgarten of Boise, an elderly 
display craftsman who had retained 
a skill no longer commonplace. 

In gold letters on the red sides 
of the calliope, Mr. Hopffgarten 
added the Compton Transfer & 
Storage inscription. On the cab of 
the truck was painted the insigne 
(an ancient sailing vessel) of Aero 
Mayflower Transit Co. “Cal” was 
ready for business and business has 
never been better. Compton Trans- 
fer, founded by Mike’s father, J. R. 
Compton, in 1900, closed the books 
on its most successful year in 1959 
and major credit for the increased 
sales volume must go to “Cal”. 


> While Mike has been busy chap- 
eroning “Cal” to a host of com- 
munity functions and _ statewide 
affairs, the business has been op- 
erated by two of his sons, Glenn M. 
and J. Roger. 

“It's funny, though,” chuckled 
Mike Compton. “With everything 
we have in the way of modern 
facilities, with everything we offer 
in the way of services, more people 
in this area know us because of our 
calliope than for anything else. 

““Cal’ is the best ‘salesman’ we’ve 
got,’ he added. “And she’s given 
me the time of my life.” 44 


Roving Rostrum Developed 
As PA System Substitute 


A new public address system, 
aptly named “Roving Rostrum,” has 
been developed as a stand-by unit 
for regular PA systems by Kine- 
matix Inc., Chicago. 

Completely self-contained, the 
unit is fully transistorized and bat- 
tery-operated for maximum de- 
pendability and portability. It is en- 
closed in a modern lightweight 
luggage-type carrying case. Equip- 
ment includes a Shure Commando 
microphone with a _ goose-neck 
stand, 10-watt amplifier, 10’ heavy 
duty speaker, output for external 
speaker for crowds of more than 
600, output for a tape recorder, and 
phono/microphone input. 

It runs on two lantern batteries 
which have an average life of three 
months. Roving Rostrum is 16x18x 


Roving Rostrum . . Portable sound 
system, by Kinematix Inc., Chicago, is 
transistorized and battery-operated for 
fool-proof use. 


814” and is available at $149.95 (less 
batteries) throughout most of the 
USS. 

Full information can be obtained 
from Kinematix Inc., 1616 N. Da- 
men Av., Chicago 47. 44 


Polecat Folder Shows 
Versatile Positioning 


An illustrated folder showing the 
many possibilties of Polecats in your 
exhibit plans is available from Pole- 
cats Inc., Old Saybrook, Conn. 

Aluminum telescoping columns of 
1144”, Polecats can provide wall and 
shelf space for an exhibit in the 
center of a huge room without any 
supporting columns. Each pole 
takes less floor space than a silver 
dollar and can adjust to almost any 
ceiling height. 

The folder shows a variety of ex- 
hibit and display situations in which 
the Polecats have been used suc- 
cessfully. 

- for more details circle 1106, page 139 


Show Wagon Developed 
For Outdoor Use 


A portable stage and bandshell 
for traveling shows has been intro- 
duced by Wenger Music Equipment 
Co., Owatonna, Minn. 

Called the “Show Wagon,” the 
unit opens to provide an acousti- 
cally balanced semi-enclosure with 
a 16’-deep flat stage. a two-level 
stage, a four-step riser or a stage 
with end risers. 

A permanently attached acousti- 
cal shell assures good quality sound 
projection over a wide area and a 
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Stylish appearance is the heart of fashion advertis- 
ing. And this fashion magazine insert effectively 
captures both the soft, luxurious texture of the 
Adler Company’s woolen “shrink controlled” sox 
and the fresh good looks of the youngsters who 
wear them. 

To get the rich, subdued effect desired, the lithog- 
rapher wisely chose West Virginia’s Clear Spring 
Offset. Clear Spring is an attractive blue-white 
paper specifically designed for quality offset pro- 
duction at moderate cost. Like all Westvaco offset 
papers, it’s stabilized for finer multicolor register. 

The West Virginia family of fine papers offers 
outstanding quality and economy for every job, 
plus the unique benefits of West Virginia’s policy 
of direct sales and service. For full details write 
West Virginia Pulp and Paper Company, 230 Park 
Avenue, New York 17, N. Y. 
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YOU BELONG... 


'N ADLERS 


Meanwhile back in the classroom the SC* is the world’s most popular 
wool anklet for girls. It’s unconditionally guaranteed not to shrink, 
comes in white and 12 other fashion colors. Just $1 at fine stores 


everywhere or write: The Adler Company, Box 80, Cincinnati 14, Ohio. 
*Shrink Controlled 





The Adler Company inserts were lithographed on West Virginia’s 60# basis 
Clear Spring Offset by Strobridge Lithographing Company, Cincinnati, Ohio. 
They were run on a 5-color Miehle 52 x 76 offset press. 


This insert is lithographed on Clear Spring Offset blue-white, regular finish, 100# basis 


FINE PAPERS DIVISION 
COMMERICAL PRINTING PAPER SALES 


West Virginia 


CHICAGO 1 @ FR 2-7620 NEW YORK 17 @ MU 6-8400 
CINCINNATI 12 @ RE 71-6350 PHILADELPHIA 7 @ LO &-3680 ee 
DETROIT 35 @ D/ 1-5522 PITTSBURGH 19 @ CO 1-6660 f ulp and aper 


SAN FRANCISCO 5 @ GA 71-5704 





canopy section can be raised and 
locked at the elevation best suited 
to the surroundings and the seating 
arrangement. 

The Show Wagon comes equipped 
with a lighting system, connections 
for speakers, microphone, podium 
and spot lights. Optional equipment 
includes an independent gasoline 
generator unit, extra risers, etc. 

Exterior finish of the unit is white 
with turquoise and gold trim and 
the unit is available in stage sizes 
from 24 to 32’. When traveling the 
wagon folds into a fully enclosed 
highway trailer unit with dual 
wheels, operating lights, electric 
brakes, and a heavy-duty hitch. The 
trailer contains storage space for 
chairs, stands, instruments, etc. 

Additional information can be ob- 
tained from Wenger Music Equip- 
ment Co., Box 300, Owatonna, Minn. 

44 


Federal Introduces New 
Exhibit for Sales, Rental 


A new exhibit design, in light- 
weight aluminum for easy assembly 
and flexibility of use, has been in- 
troduced by Federal Displays Inc. 

It is constructed of 1” square alu- 
minum tubing and pegboard. It pro- 
vides ample table space and peg- 
board for product display. It is 
available either knocked down or 
assembled; average assembly time 
is 30 minutes. The basic 10’ unit can 
be used in units. Units of more than 
10’ can be made up to any desired 
length in increments of 2’. 

Cost of a basic 10’ unit, painted in 
customer’s choice of colors, with im- 
print on header sign and shipping 
case, is $269.95. 

Rental of the same unit with 
choice of colors, imprint, plus an 
8x10’ rug, four floodlights and four 
chairs, is $200 per show. 

Complete information can be ob- 
tained from Federal Displays Inc., 
2197 E. 18th St., Cleveland 15. 44 


Just keep saying over and over to 

yourself — ‘We saved a hunnerd 

bucks . . . we saved a hunnerd 
bucks’’! 


LANNED 
[MpACT... 


Gardner Displays’ concept of PLANNED IMPACT exhibit service provides 

better exhibits for less money! By developing a complete program— 

taking into consideration your schedule, your objectives and your budget— 
Gardner can integrate all of your exhibiting for smooth, efficient showings to the 
greatest potential audience at the least expense. Often parts of an exhibit 
planned tor a major trade show can be used for single, complete displays 

at smaller shows, or regrouped for larger displays . . . with considerable savings. 
Gardner also can stage sales meetings and work closely with your exhibit 
personnel in planning your merchandising and promotion programs. 

Whether you need a single display or a PLANNED IMPACT program, 

remember: the most effective exhibit starts with Gardner Displays! 


GARDNER DISPLAYS 


“FIRST NAME IN EXHIBIT SERVICES’ 


PITTSBURGH 13, PA. CHICAGO 8, ILL. 
477 Melwood Ave. « MAyflower 1-9443 1937 W. Hastings St. « TAylor 9-6600 


DETROIT, MICH. NEW YORK 17, N.Y. 
Box 142, Birmingham, Mich. « Lincoln 4-2030 41 East 42nd St. © MUrrayhill 7-2621 


PHILADELPHIA 10, PA. 
830 Land Title Bidg. « LOcust 8-5395 
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Gold Tree & Gold Coins 


A Money Iree 
Belongs in a Bank 


A Minneapolis bank had 
fun when it celebrated 
its 85th anniversary. 


. . This brilliant tree formed the cen- 


ter of the decoration. Clients guessed the number of coins 


A dead oak tree came to life in 
Minneapolis, and in doing so focused 
an unusual amount of public atten- 
tion on two business firms of that 
city. 

The tree was the top feature of a 
project by the Haas Display Co., 
Minneapolis, by which Ozzie Haas, 
owner of the firm, converted the 
main lobby of one of Minneapolis’ 
largest banks, the Farmers & Me- 
chanics Savings bank, into a “Bank 
of the Gay 70’s” in recognition of 
the 85th anniversary of the bank’s 
founding. 

In addition to the tree, a major 
project in itself, Haas built special 
teller cage fronts, a reception booth, 
installed a beautiful large doorway 
drape, returned the cuspidors of 
another day and did other work to 
bring back the atmosphere of a bank 
of a past era. 

The result of 45 hours of research 
and design, the tree involved 382 
hours of production time. 


> The project got under way when 
Haas selected a 30’ dead white oak 
tree on an employe’s property. Cut 
down and 10’ of trunk eliminated, 
the tree was sawed into five-foot 
lengths. Coded for assembly, the 
pieces were painted gold after being 
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scrubbed with a wire brush to re- 
move loose particles. Secured by 
metal dowel type fittings, the tree 
was assembled in the bank lobby. 
Strips of durable fiber 
sprayed gold, covered the joints. 
The bank then covered the tree 
with about 6,000 ‘imitation gold 
coins, actually chocolates. The pub- 
lic was invited to guess the number 
of coins, best guesses winning prizes. 
More than 30,000 entries came in. 


> Teller cage fronts constructed by 
Haas with screen process had imi- 


Transformation 
Customers were 
surprised by the 
hirsute adornments 
of the tellers. Girls 
behind the counter 
wore Gibson-girl 
blouses, as on the 
left. False 
decorations added to 
the atmosphere 


paper, 


tation gaslights. Weighing about 300 
pounds, the 13x9 plush drape was 
installed around the bank’s main 
doorway. Haas made a special metal 
structure to fit the archway without 
drilling holes or otherwise marring 
the marble. 

The “Bank of the Gay 70’s” re- 
ceived widespread publicity in 
newspapers of the Minneapolis area 
and on all television outlets. The 
bank’s approval of the display fea- 
tures followed presentation by Haas 
of exceptionally well prepared color 
drawings and blueprints. 44 





Let Lever Brothers Tell You... 


How to pick a ‘gadis 


By David Bland 
Product Manager 

Rinso and New Products 
Lever Brothers 

New York 


As with most companies, our pre- 
mium activity falls into two broad 
classifications: 


1. self-liquidating sendaway pre- 
miums (which might also include 
partially _self-liquidating premi- 
ums); 

2. in-pack premiums (which might 
also include permanent, as well as 
one-shot, in-packs). 


Before we select any premium, 
our first step is to establish and get 
agreement on our marketing ob- 
jective. This is not new, but it bears 
restating. Is it to get new custom- 
ers? To hold present customers? To 
introduce a new size? To reinforce 
a particular brand image? To 
broaden distribution? To justify in- 
store display? To give our adver- 
tising a change-of-pace? 

Obviously, the selection of a pre- 
mium can’t proceed intelligently un- 
til the objective is clearly defined. 
The premium that fails to meet this 
objective must be turned down, 
even if it’s, quote, the best premium 
in the world, unquote. Despite our 
preoccupation with returns, our pri- 
mary interest is to sell more of our 
product, not to sell premiums. 


> Every premium we use must stand 
up well in testing. But not every 
premium idea that’s presented to us 
will be tested. We are looking for 
premiums that... 


@ have universal appeal, 
This article is based on a speech delivered 


before a meeting of the Premium Mer- 
chan lising Club, New York. 


A man who buys many premiums, and in large volume, 
explains some of the thinking behind the criteria 


his company has developed. 


® appeal to our primary market, 


® get across quickly, (we can’t af- 
ford to stop and explain to the cus- 
tomer what it’s all about), 


® represent real value, 
© are fully guaranteed, 


® require minimum risk of invest- 
ment on our part, 


® can be delivered promptly at an 
affordable cost. 


In addition, we look for certain 
plusses: novelty, exclusivity, repeat 
incentive. If these sound like tough 
specifications, it’s because they are 
tough—and as buyers, facing com- 
petitors with equally stiff require- 
ments, we can’t afford to take sec- 
ond prize on the shelf. 


>I can give you a couple of ex- 
amples of sendaway premiums we 
have used successfully, which have 
met these specifications, and in ad- 
dition had several of the plusses I 
have described. 

The objective for one of our 
brands, a few years ago, was to at- 
tract new users and to encourage 
repeat purchase. Market analysis in- 
dicated that teenagers were becom- 
ing a growing force in the purchase 
and brand selection of detergents. 


Trading Cards 

The back of the card 
said, of course, 
“Have Gun... Will 
Travel’... and the 
kids collected them. 


Having a teenager of my own, it re- 
quired little ingenuity to recognize 
an item that had tremendous appeal 
—hit tune records. There is a new 
one practically every week and each 
one cost 98¢. It took some doing, but 
finally we worked out a technique 
that enabled us to offer the teenager 
her choice of any of the top ten hit 
tunes of the week at 25¢ plus a 
boxtop. This was the original label 
and artist, not an imitation—a genu- 
ine bargain. The repeat incentive 
was rooted in the constant change- 
over of the list of the top ten. 

More recently on another brand, 
we were lookig for a premium to 
fulfill our objective of retaining cus- 
tomers through repeat purchase. 
Our focus was on women with chil- 
dren, who represent the biggest 
users of detergent. Here again we 
blended several well known facts 
with a dash of imagination and 
came up with a successful promo- 
tion. We took the average mother’s 
desire to improve her children, plus 
the tendency of children to read 
comics, plus the success of the 
supermarkets in selling sets of en- 
cyclopedias, and came up with the 
world’s first Picture World Ency- 
clopedia in comic book form. Lead- 
ing educators prepared the work and 
endorsed it as the “fun way to 
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fee 


we 


This new full-color presentation gives 
company heads and their sales, advertis- 
ing, public relations directors and agents 
the facts behind one of the fastest ex- 
panding premium devices in America 
today. See how special ready-made, 
custom-made, and syndicated books, 
booklets, pamphlets, brochures, periodi- 
cals, folders, leaflets are successfully solv- 
ing —at modest cost—many special 
advertising, sales promotion, and good 
will problems for all kinds of business 
concerns. 

If you have such a problem or project — 
and who hasn’t—get this presentation for 
immediate or future reference. 


Write for your copy to 


PRENTICE-HALL, INC. 


Special Publications Division 
Dept. AR-1160, Englewood Cliffs, N. J. 


climb Everest... 


...Just write to us when you 
need those promotion stimula- 
tors that have been designed to 
help keep a campaign moving 
onward and upward...and at 
every sales level. 

This new catalog illustrating 
thousands of awards and trophies 
is probably the largest in-stock 
selection of sales incentives and 
promotion stimulators anywhere. 

And yes, same day shipment 
of all trophies selected is 
standard... you see, we are the 
manufacturers ! 


SEND FOR YOUR FREE CATALOG, NOW! 


EMBLEM & BADGE MFG. CO. 
Box AR.11 
68 Pine St., Prov. 3, R. |., DExter 1-5444 
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learn.” We offered the complete set, 
so up-to-date that it included Ha- 
waii as our 50th state, for 50¢ per 
volume plus boxtop—an opportunity 
to make not one sale but twelve. 


> With sendaway premiums, mar- 
keting conditions take primary con- 
sideration. With in-pack premiums, 
the problem is far more complex. 
Not only do we have to consider 
marketing conditions, but there are 
many practical problems that must 
be weighed. 

For example, detergents are high- 
ly hygroscopic. By their very na- 
ture they attract moisture. A bam- 
boo-handled steak knife may sound 
like a sensational offer for us, but 
when it’s packed inside a box of de- 
tergent, it might rust unless it is 
genuine stainless steel—and that 
means every single part of it, in- 
cluding the little metal ring that 
holds the blade and handle together. 
While domestic producers have and 
meet accepted standards, this is not 
always true of imported stainless 
steel. 

I find there are stainless steels 
and stainless steels; while all are 
called the same, some rust, and 
some don’t. I suspect that in pre- 
miums, specifications and quality 
control are somewhat less exact 
than required for guided missiles. 

Wrapping the item in polyethylene 
is not always the answer. If the 
tiniest rupture develops—and that 
can easily happen if the blade jostles 
around during shipment—powder 
will seep in and you're in trouble. 


> Compatibility with product is one 
big problem we must weigh very 
carefully. This is not limited to 
metal. Ink can present a problem. 
Detergents are formulated to re- 
move dirt. Inks, and even the type 
of cardboard or paper, must be 
carefully tested to avoid trouble. 
Cloth can mold. Even some types of 
plastics have been found to be in- 
compatible with detergent powder. 

There are numerous problems 
when our manufacturing people 
come to pack the premium inside 
or, in the case of cans, outside the 
package. It hardly pays to produce 
special equipment to pack premiums 
automatically for a one-shot promo- 
tion, even assuming you find a ma- 
chine so flexible that it can handle a 
wide variety of size, shapes and 
material. Hand-packing premiums 
add extra cost that must be con- 
sidered in arriving at what you can 
afford to pay. Not only is extra 
labor involved, but lowered produc- 
tion adds to costs. 

Ideally, a premium has its great- 
est consumer appeal when packed 
outside the package. But the prob- 


With Mother's Approval . . . A set of 
encyclopedias, done in comic book style, 
produced a series of 12 purchases. 


lems this raises with production 
are legion—in larger size cases, in 
extra protection to minimize break- 
age or penetration during the rigors 
of shipment, in problems of stack- 
ing and shelving in the trade. 


> Timing enters importantly in con- 
siderations that must be weighed in 
selecting an in-pack premium. A 
Christmas item is perfect for the 
Christmas season. But what happens 
to packs that are still in the trade 
December 26th? As readers of AR, 
you are probably aware of the vary- 
ing times it takes to move deal packs 
through different levels of distribu- 
tion. Big chains may move a deal 
pack on to shelves within a week of 
shipment; smaller chains might re- 
quire two weeks to a month; some 
voluntaries and cooperatives might 
take two to four months and some 
old-line jobbers will still have that 
Christmas pack in July. 

Even the top chains do not rotate 
stock consistently. A deal pack 
shipped in October may get lost in a 
warehouse and dribble out to shelves 
a full year later. I have seen some 
supermarkets with three different 
deals on the same brand on the 
shelf at the same time—deals that 
were spaced over a period of three 
years. 

As a one-time purchasing man, I 
am perhaps more conscious than 
most of the dictates of production 
time—both to produce the premi- 
um, and to produce the pack. Lead 
time for special packs seems to get 
longer and longer—four months is 
hardly enough. That’s four months 
from finished artwork, I might add. 
Add the time necessary to explore 





YELLOW 


ROSE OF TEXAS 


(herpy PIN 


and Apple gh 


©1950 Hortensia Music, Paris. ©Assigned 1950 to Chappell 
& Co., Inc., New York. ©1951 by Chappell & Co., Inc. 


Pe «° CYANANID ares | 
cm CYANANID oe 


<a Cc&YANANMID > 


Se Pen OS ES eo 


< CYANANMID = 


eee 
al CcCYANANIDYD — 


Utes 


THAT OLD 


SEG SLUG 


Often your business—and the business of your 
customers—can be improved with colored stock. 
Cyanamid products and “know-how” can provide 
all the best, most-compelling colors...old favor- 
ites or the newest! When it comes to color...come 
to Cyanamid...allegro! « American Cyanamid 
Company, Dyes Department, Bound Brook, N. J. 








Mother’s Helper .. . This chart, packed 
with Rinso Blue, proved a powerful sales 
aid because of its close relation with the 
product and its use. And it cost less than 
half a cent! 


premium possibilities, check for 
compatibility and size, research, and 
if you started to talk about a hot 
item for next Christmas in March, 
you would be none too early. 


Kodak Releases Catalog 
Showing New Premiums 


A catalog showing many cameras 
and projectors being introduced for 
the first time to the premium field 
is available from Eastman Kodak 
Co., Rochester, N.Y. 

Included in the merchandise is 
the Kodak Motormatic 35mm cam- 
era that winds its own film, the Ko- 
dak Zoom 8 Reflex camera, an 
8mm movie unit and the old reliable, 
but popular, Brownie line of pre- 
mium camera outfits. 

List prices are shown in the cata- 
log. Quantity prices are available. 

- « « for more details circle 1126, page 139 


New Perpetual Calendar 
Reminiscent of Vegas 


A new premium that looks more 
like a “wheel of fortune” than a 
perpetual desk calendar has been 
introduced by Brown & Bigelow. 

The user spins the wheel by pull- 
ing on the actuating lever as on a 
slot machine. The black, red, and 
white numbered wheel spins and 
stops—not in the laps of the Gods— 
but on the correct day and month. 

Selling price is $5 to $8, depending 
on size of order. 

Additional information is avail- 


> These, then, are some of the prac- 
tical problems we have to consider 
in the final selection of premiums. I 
realize that as you narrow the choice 
—by each problem stated—com- 
patibility, size, shape, legal and so 
on—it seems to rule out everything 
except prosaic items. This is where 
creative thinking enters. The cereal 
people did quite a job with minia- 
ture license plates. Where you blend 
in an idea, as well as an item, you’re 
well on your way. 

We packed an ordinary \4c printed 
item in a box of detergent with 
considerable success, a useful stain- 
removal chart that the customer put 
up on the wall next to her washing 
machine and kept up for several 
months. Another time we packed a 
set of trading cards featuring dif- 
ferent scenes from “Have Gun Will 
Travel” and had the kids scramble 
around trying to get a complete set 
of 24. 

These two items weren’t much 
but the idea underlying them—ap- 
peal to our customer, either directly 
or through her child—made them 
useful. And that word “useful” is 
what we are thinking about when 
we started thinking about premi- 
ums. 44 


Wheel of Fortune . . . A perpetual desk 
calendar that looks and operates like 
a roulette wheel is new premium item 
from Brown & Bigelow. 


able from Brown & Bigelow, div. 
Standard Packaging Corp., St. Paul 
4, Minn. 44 


Personalized Posters 
Available as Premiums 
You as a matador ... or co- 


starring with Jayne Mansfield .. . 
and proof of your daydreams in a 
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Sweepstakes 


Sweep the Nation 
by Donald L. Spotts 


Americans are 
gamblers! They 
love the thrill 
of taking a 
chance — even 
a million-to- 
one shot. Many 
of the nation’s 
largest manu- 
facturers are 
creating new friends and customers 
by appealing to this inner drive with 
Sweepstakes promotions. 


Sweepstakes — properly supported, 
create excitement almost beyond be- 
lief. “Over the back fence” chatter 
about contests, prizes and sponsors 
involved is commonplace on the 
American scene today. There is ap- 
parently no limit to the public’s 
craving to get “something for noth- 
ing.” 


The wise Sweepstakes sponsors will 
make certain the element of chance 
does not extend to lottery status. 
They eliminate the element of “con- 
sideration and use _ those of 
“chance” and “prize” in a way most 
apt to reap the biggest promotional 


and product benefits. 


Reducing Sweepstakes operating 
costs is an important consideration. 
We at Spotts have handled some of 
the largest sweepstakes in the coun- 
try. We are geared to process mil- 
lions of entries within a brief period, 
thus reducing our operating costs 
and increasing the effectiveness of 
our customer’s This 
satisfying promo- 
tions at prices that are surprisingly 
low. 


promotion. 
means customer 


Why not check our prices now — 
call us collect — Midway 5-5841 or 
write: 

SPOTTS MAILING CORPORATION 
SPOTTS SERVICE ENTERPRISES 
2402 University Avenue 
St. Paul 4, Minnesota 
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full-color authentic poster. This is 
the colorful premium possibility of- 
fered by E. Joseph Cossman & Co., 


| Hollywood. 


The bull fight poster has the origi- 
nal artwork and printing plates as 
an authentic poster 


ring in a film 
Strangers.” 
tomer’s choice. 

Both posters are 17x28” in size 
and are mailed in a round mailing 
tube. Price, with one name imprint, 


called 


$2.98. Two posters with different | 
bullfight poster, $5; movie | 


names; 
poster, $5.75. 


Additional details are available | 
from E. Joseph Cossman & Co., 7039 | 


Sunset Blvd., Hollywood 28, Cal. 44 
ASNA Fall Show... 


Specialties Change 
From Gimmick to Gift 


One of the really confusing things 


about advertising is the constant | 
changing of rules by the partici- | 
pants. Consider the advertising spe- 


cialty. 


ago — a specialty show was mainly 
an exhibition of new, lowcost give- 
away itms with an occasional ex- 
ecutive gift line. 

The recent ASNA Fall Specialty 
Show in Chicago, however, revealed 
the specialty as a changed personal- 
ity. Room after room contained de- 
luxe merchandise that was beautiful, 
but lacking the personality of a 
specialty in that it was not meant to 
be imprinted and certainly was not 
low cost enough to permit its use in 
a variety of promotion spots. 

Obviously, the influx of the ex- 
ecutive gift companies into the spe- 
cialty shows has influenced the 
thinking of the entire field. As to 
whether this is good or bad, we 


One to a customer 


from Spain | 
while the movie poster features a | 
provocative Jayne Mansfield star- | 
“Intimate | 
The co-star is the cus- | 


In the old days — about five years | 
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WASHINGTON STREET, CHICAGO 2, ILt 


WHAT KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have automatic 

projectors for point 

of sale and trade 

shows. We have 

desk top viewers for 
both slides and film strips — with or 
without sound, designed with your 
salesmen in mind. 


For information, write Dept. A-11 
TEL-A-STORY, INC., Davenport, lowa 


ATTENTION 


GETTERS! 
Tel Teme Va ae 
ml) 42a oe 


Hundreds available 
iS ea ih ee 
Low priced 


DOUGLAS MACK 
1550 Church St. San 
Francisco 14, Calif 


Looking for something NEW? 
EXECUTIVE TYPE Gifts 
LOW COST SPECIALTY ITEMS 
PRACTICAL IDEAS FOR 
INCENTIVE MERCHANDISING 
write wire phone 
HELLER ADVERTISING, INC. 
1718 Upper Union Street 
Schenectady 8, N. Y. EXpress 3-1500 
Designed fo fill all your requirements. 





couldn’t say. We are not criticizing 
but commenting. 

Some of the exceptions to the 
executive gift emphasis are listed 
as follows: 


Advertising 
Thimbles 


From the Teraco 
line, come _ these 
practical giveaway 
gifts for the ladies. The thimbles are 
made of puncture-proof styrene 
plastic in a variety of colors. Per- 
manent 3-line ad imprint is avail- 
able. Prices range from $19 for 500- 
lot orders to $14.90 per M for or- 
ders of 100,000 and over. 

+ » » for more details circle 1127, page 139 


Oxwall Tool Co. 
has introduced “Mr. 
Midget,’ a minia- 
ture of the large, desk-size tele- 
phone index. Spring action pop-up 
cover; gleaming chrome finish. Ad 
imprint on cover. Prices, with 3- 
line imprint, range from 56¢ each 
for orders of 50 to 39¢ for 5,000. 

. « « for more details circle 1128, page 139 


Sheaffer 
Ad Pens 


Vest Pocket 
Telephone Index 


An old line enters 
the specialty field 
with lowcost ball- 
point pens and mechanical pencils. 
All can be ordered with advertising 
imprint and illustrations. 

- » for more details circle 1129, page 139 


Lincoln 
Bank 


A copper coin bank, 
in the shape of a 
Lincoln penny, is 
available from the Waverly line. 
Price, without imprint, is 30¢ each. 
Large quantity prices are available. 

+ + + for more details circle 1130, page 139 


Rite-It 
Mem-O-Pad 


This memo pad has 
four rubber feet 
that keep the pad 
in place while it is being used. It 
can be used on desk, or mounted on 
wall; has a secure holder for pencil 
and large 234x45¢” ad imprint space. 
Furnished with 50 sheet, 4x51” 
writing pad. Prices range from 69¢ 
each for orders of 144 to 52¢ for 
5,000 lot orders. From the “Baco” 
line. 


- for more details circle 1131, page 139 


fil 


And with this can of wonder car pol- 
ish for $2,000 — you get a car free! 











CONVERSATION PIECES FOR PRODU 


Unpleasant pattern (checkerboard) which 
frequently shows up in wet printing 4-color 
process reproduction of certain orange, 
green and brown hues, is a phenomenon 
resulting from an incompatible screen angle 
used for the weakest color (yellow).* 

Edition printing on a hard finished stock 
coupled with rapid heat-set drying of inks 
completes the cycle that brings about this 
irritating condition. 


CTION PEOPLE 


The modern photoengraver of experience 
and wisdom can do much to reduce pattern 
and in most cases eliminate it entirely. 





*Color process reproduction was founded by the photo- 
engraving industry which pioneered it in yellow, red 
and blue only. The screen angles were spaced at an 
even and ideal 30° apart. The introduction of black 
as the fourth “‘color’’ necessitated using a 15° split 
for the yellow, commonly and rightfully referred to 
as the bastard angle. 


HUTCHINGS & MELVILLE, Inc. 


4043 Nor 


Expert pre-correction in correlation 


At three times the price, 
you can't buy a better luci! L 
SOLD DIRECT ONLY 
with a ten day UJ 
money-back GUARANTEE 
18”x 24” focal plate, C 
17”x 23” copy board. 
Four dia. up or down. 
Hundreds sold to the 
nation’s top firms... 
never a return! 


19 00 complete with 
Raptar F 4.5 lens 
Send for literature today! A 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 





Custom Photoengravers 
th Ravenswood Avenue, Chicago 13, Illinois 


with powderless etching of copper originals 


Ln ted PIECE MAILING BOXES 


Write For Free Samples 


and Complete Price List 


CHOOSE 
FROM 19 
DIFFERENT SIZES 
xl% to 8%x5%x3% 
Eliminates WRAPPING, 
TAPE and STRING 
Flat For Eas 


ey ay geet 


236 Aborn Street, Providence, R 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts professional 


flavor into low-budget paste ups 


. saves time and 


money. Used by ad agencies, art studios, printers and 
industry. Dozens of top quality line drawings every 
month. Ready to use — just clip and pastel Just jot 
@ memo on your company letterhead: ‘Send me the 
current “Clip Book of Line Art’’ on 30-day approval.” 


No obligation! 


HARRY VOLK JR. ART STUDIO 


PLEASANTVILLE 1, NEW J 
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LET HUSTLER PUT GO IN 


The HUSTLER “GO” will bring new 

and greater incentives to your sales 
contests. The Go-Kart rage is sweeping 
the nation. Young and old alike are 
discovering the fun and thrills 

of Karting. The HUSTLER 

is amazingly smooth 

and competition proven 

for performance and 

safety. 


Write today for colorful brochure on the 
HUSTLER line. Special prices are available 
for promotional users. 


YOUR PROMOTION 


Call, write or wire 


UHRIG TRAILER COMPANY 
Carrollton, Missouri 
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COMMERCIALS 


Don’t knock the old slapstick techniques, the 


pie in the face, the pratfall, the slicked-hair 
hero with his pasty face, and the heroine of the 
heaving chest and rolling eye. The genius that 


was Mack Sennett’s flair for comedy has proven 


to be a modern merchandising tool—with an 
international flavor. 

Merchandising men of the Sanforized Division, 

Cluett, Peabody & Co. Inc., New York, were 

searching for a visual technique. They wanted 

to promote their process in markets with dif- 


ferent languages. They thought a film commer- 


cial would do the job but they wanted a tech- 


nique that would allow them to keep the same 
Cluett Peabody sells in many countries action for all markets and leave a minimum 


and when U anéded commerdels that amount of dialog to be dubbed in on each film. 
were universal in appeal, with the > They turned over the problem to the French 
minimum of language problem, it advertising agency, Elvinger, and the agency, 


working with the French movie maker, Remont 
took the old-time movies as a model. Co., decided to adapt the comedy techniques of 


The Beast 


The Vampire 
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Mr. Sennett. His work, for those in our audience 
who were unfortunately born too late to en- 
joy it, had a maximum of action and a minimum 
of dialog. 

A team from the Remont Co. haunted the Paris 
Cinema and saw that institution’s complete file of 
old American movies, including several made by 
Mr. Sennett’s company. By the time they had sat 
through the old movies several times they were 
able to capture the motions and actions of the 
Sennett actors so their productions could duplicate 
visually the quality of the old silents. In fact, 
many of the routines used in the films were dupli- 
cates of similar Sennett situations. 

Because modern cameras work at 24 frames 
a second, the jerky action of the old films was 
duplicated by eliminating half of the frames, 
one of every two, and although the film was 
shot in black & white it was reproduced on color 
film to give the finished product the blue-gray 
tone of the old silent flicks. Background music 
consisted of bitter-sweet piano music while the 
language difficulties were easily handled by dub- 
bing in the short amount of dialog needed. 


The Thief 
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A professional 
salesman 


in a 13 lb. 
package... 


New DuKane “Flip-Top” 
projector makes every neophyte 
salesman a pro... Doubles 
effectiveness of experienced 
sales staff. Delivers the 
message the way you want it, 
complete with sight and sound. 
Just open the lid, plug in, 
insert record—the “Flip-Top” 
starts selling instantly. 

See a free demonstration at 
your desk. Write: 


DwuKawe CORPORATION, 
DEPT. ARI10 ST. CHARLES, ILLINOIS 





Multiplex. 
Presentation Panels 


for © Sales meetings 
® Advertising presentations 
® Classrooms and libraries 
® Retail display of flat goods 


Multiplex steel-framed panels have thumbtack- 
boerd fillers; sizes from 18”x21" to 48"x96"; 
fleer, wall, and table models; office furniture 
colors. Send for complete information. 


MULTIPLEX DISPLAY FIXTURE CO. 


925-935 N. 10th Sr., St. Lovis 1, Missouri 
Please send literature on Presentation Panels 





Le Denouement (or the Plug) 


The denouement of each of the 
three films shown here, plus an- 
other, a Western, has the villain 
foiled when water touches his shirt 
causing the garment to shrink. To 
be sure that this message had every 
possibility of impact, the commercial 
portion of the film was shot in color. 
This also allowed for more accurate 
presentation of the best features of 


the merchandise featured in the 
endings. It was this section only 
that contained the spoken word. 
But on with the story(s). When 
the villain’s shirt shrinks, he strang- 
les, making the realization of his 
evil intent’ impossible. Instead, vir- 
tue and the Sanforized process prove 
to be stronger forces and emerge 
triumphant. 44 
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An ingenious real estate 
man has developed 
a colorful, impelling 


advertising medium. 


A Mobile Projected Poster 


By Dorothy Carey 


A unique and effective form of 
advertising has recently been in- 
augurated by an enterprising real 
estate agent in Green Bay, Wis. 
This is an “admobile,’ developed 
by Maurice “Happy” Hanson of 
Happy Hanson‘s Realty Co., as a 
mobile means of displaying pictures 
of the properties he has for sale. 

Using a 1958 Ford 6 Ranchero as 
the base, Mr. Hanson mounted wa- 
terproof plywood which had been 
glued together to form a shell for a 
huge screen. The screen, of sand- 
blasted plate glass was then in- 
serted. 

A 2,500 watt generator, purchased 
for $500, generates the power for 
lights on both sides of the admo- 
bile and for the slide projector, a 
Pictur-Vision Model 75. When Mr. 
Hanson holds an open house at a 
property he has for sale, he also 
uses power from the generator to 
operate huge floodlights in the yard 
to attract people to the home. 


> With a 35mm camera, Mr. Hanson 
takes colored slides of the proper- 
ties he has for sale. These slides are 
then mounted on a revolving wheel, 
which operates automatically, in 
the admobile. 

One slide gives all the pertinent 


information about a home, such as 
number of bedrooms, location, 
price, etc., and the next one shows 
a picture of the home. The infor- 
mation slides are prepared by writ- 
ing data on a paper which is then 
photographed. Sixteen pictures can 
be mounted on the wheel, each pic- 
ture showing for about half a min- 
ute. These pictures are easily re- 
placed when a property is sold. 
The admobile is driven about at 
night to show pictures of homes for 
sale on its huge screen. Everywhere 
it stops, a crowd gathers to watch. 


> One evening, shortly after Mr. 
Hanson had the admobile in opera- 
tion, a couple walked by hand in 
hand and stopped to watch the pic- 
tures. One especially delighted 
them. It was of an attractive farm 
near Green Bay. Both of them had 
spent their childhood on a farm and 
longed to return. The picture gave 
them that added push. They made 
an appointment to see the farm the 
very next day, fell in love with it, 
bought it and moved in on their 
honeymoon. 

Sometimes Mr. Hanson uses the 
admobile at county fairs or similar 
gatherings. The admobile has been 
in use since June 1959. 

He says that because of the in- 
creased business the admobile stim- 


ulated it paid for itself during the 
first thirty days it was in operation! 
Although many other businessmen 
in Green Bay have asked to rent 
advertising space on the admobile, 
Mr. Hanson has been unable to 
comply with their requests; it is 
needed so far for his own opera- 
tions. He hopes eventually to have 
a group of admobiles operating. At 
present he has a patent pending on 
his invention. 44 


Automatic Projector . . . This Picture- 
Vision model 75 holds 16 color slides, 


gets its power from 2500-watt generator 
in truck, 
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Dramatize Your Displays 


ORAVISUAL VELCRO BOARD 


New magic-like Velcro Boards afford end- 
less opportunity for fascinating displays 
or visual presentations. A great variety of 
objects, even heavy ones as shown above, 
can be attached, rearranged or removed 
instantly. 

A standard 38" x 48" board made with 
warp-proof aluminum, complete with a 
supply of Velcro hook-tape, costs only 
$41.75. Other sizes, both portable and 
non-portable, are available from stock. 
Oravisual Velcro Boards can also be made 
in any size to meet special requirements. 


Write for Spec. Sheet No. 39 


ORAVISUAL COMPANY 


St. Petersburg 33 


Florida 


You Get Things Done With 
Boardmaster Visual Control | 
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* Gives ¢ Picture of Your Operations 
—Spotlighted by Color 


Facts at «@ glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


ideal for Production, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Complete price *4.95° including cards 


FREE 24-PAGE BOOKLET NO. R-400 
, Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 
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Salesmanship 


The Engineering of Agreement... 22 
min. motion picture produced by Round- 
table Productions, 8737 Wilshire Blvd., 
Beverly Hills, Cal. 


Designed for internal use in man- 
agement, supervisory and sales train- 
ing, this movie shows by a mixture 
of common sense and psychological 
principles how agreements may be 
reached by two or more people. 

Techniques include asking lead- 
ing questions, questions to which a 
yes or no answer would be im- 
possible, and other conversational 
plays by which the area covered by 
agreement can be expanded. 

The film has another feature, a 
four-minute trailer entitled “What 
Would You Say?”. Actors voice 
common objections to agreement 
such as “We tried something like 
that a few years ago and it flopped,” 
and “If you'll get others to go along, 
I will too, but I don’t want to be 
the first to stick out my neck.” The 
film pauses to allow discussion by 
the audience as to the best re- 
sponse to such objections. 

Of value in improving sales and 
supervisory techniques. E.S. 


Public Relations 


Wonderful World . . . 43 min., color, pro 
duced by The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11, for The 
Coca-Cola Co.; available through local 
Coca-Cola bottlers. 


This is a beautiful picture, well 
photographed, in excellent color and 
skilfully edited. It takes the audi- 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men. to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit their films for 
review. 


ence on a trip through 31 countries, 
giving them brief glimpses of fa- 
miliar scenes. It was designed for 
showings before women’s clubs, and 
it should perform this function very 
successfully, requiring only the 
minimum of effort to follow. Every- 
where the camera goes, it sees beau- 
ty, fun and food, with the product 
being introduced only as an ap- 
pointment at a banquet or a picnic, 
or a dealer identification sign in the 
background. It cannot be accused of 
being over-commercial. 

On the other hand, it cannot be 
accused of being imaginative or 
stimulating, either. It is obviously an 
expensive film (the crew shooting 
it is reported to have traveled 191,- 
644 miles) and though it is slick it 
is also shallow. The shots are almost 
inevitably the old familiar things 
from the old familiar angles. It lulls 
the viewer into a semi-stupor of 
satisfaction. R.B.K. 


Public Service 


Sky Watch ... 29 min., color moticn pic- 
ture, produced by Jamieson Film Co., 3825 
Bryan St., Dallas, for Boeing Airplane Co., 
Wichita, Kan. 
Boeing. 


Available on loan from 


It’s difficult to make a cull movie 
with majestic, heavy bombers as 
props, but this one comes mighty 
close. 

Flagwaving narration, pictures of 
crews rushing to their planes pre- 
dominate. Actions and explanations 
that this landbound civilian could 
understand are at a minimum. 
Should be big at the Pentagon. 

E.S. 





Better Things for Better Living. . . through Chemistry Gl PONT 


REG. us. Pat OFF 


Du Pont’s Design Advisor, Domenico Mortellito, and Edward G. DeMartin, 
Manager of Graphic Design, created this insert for a printing run of 50,000 at 
Du Pont's Philadelphia Printing Plant. The base sheet is a “high white’’ 65 pound 
cover stock. The five commercial 80 pound text papers were al! lithographed 
in the same press run with the same inks, die-cut and juxtaposed to show the 
remarkable range of subtle colorations available in today’s “white’’ papers. 
The selection of the exact paper—white or colored—is a basic design decision. 
As shown here, even the most subtle differences between white papers 

can directly affect the quality and impression of the printed result. 

For our publication, “Design and Colored Paper’’, write: Color Council, 

E. |. du Pont de Nemours & Co. (Inc.), N-2420-9, Wilmington 98, Delaware. 
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Basford Offers Booklets 
On Film Making Methods 


Available from the G. M. Basford 
Co. is a booklet “How to Plan and 
Produce a Film” which, according 
to the company, is designed to help 
people “think through the pros, 
cons and costs of a film whether it 
be live action, sound-slide, anima- 
tion or filmograph.” 

The booklet examines research, 
writing a script, production of film 
and soundtrack, editing and pub- 
licizing. It gives the Basford out- 
look on what decisions a sponsor 
of a film should make in planning 
a film and discusses costs when 
changes are made after original ap- 
proval. 

The booklet also includes a glos- 
sary of movie terms. 

- « » for more details circle 1107, page 143 


Bell & Howell Markets 
Stereo Tape Recorder 


A four-track portable stereo tape 
recorder has been introduced by 
Bell & Howell. 

The model, 785-4TS, is priced at 
$259.95. It contains two 544” speak- 
ers, has five-way push button con- 
trol; a monitor control for listen- 
ing while recording, remote control 
for professional type editing; two 
speeds; a recording level guide; pro- 
fessional type microphone with desk 
stand; 72” output-input cord, and 
optional equipment including ear- 
phone and remote pause control 
foot pedal. 

Among features of the instrument 
are that pre-recorded stereo can be 
listened to in one of two ways: by 
using the tape recorder speaker sys- 
tem as one source of sound and an 
auxiliary amplifier and speaker 
such as tv, radio or hi-fi as the sec- 
ond source; or by using a matched 
extension speaker system, by-pass- 
ing the tape recorder speakers and 
playing entirely through the aux- 
iliary system. The recorder can also 
serve as a high-fidelity public ad- 
dress system. It can be operated 
horizontally or vertically. 44 


Advantages of Closed 
Circuit TV Are Told 


Arguments for the use of closed 
circuit television for business uses 
are advanced in a publication is- 
sued by the GPL Division, General 
Precision Inc. 

The arguments are contained in 
a booklet entitled “What Every 


Businessman Should Know About 
Closed Circuit TV.” 

Points touched on in the booklet, 
offered by the company to all per- 
sons interested in the subject, in- 
clude advantages of the process on 
a competitive cost basis, versatility 
of the medium, controls considered 
unique to the medium, and its abil- 
ity to present its message without 
causing undue travel to those re- 
ceiving the message. 

. for more details circle 1108, page 143 


3M Introduces Clip for 
Film Reels in Transit 


Minnesota Mining has announced 
the production and marketing of a 
plastic clip that slips between the 
flanges of reels to hold loose ends 
of magnetic tape securely in place. 

Called the Scotch brand Tape 
Clip, the thimble-sized product is 
being merchandised in packages of 
ten at a retail price of 35¢. In addi- 
tion, one of the clips soon will be 
packed with each roll of Scotch 
brand magnetic tape. 

The clip, molded of polystyrene 
plastic, is designed as a means of 
keeping tape on either partial or 
full reels from tangling or unwind- 


ing during storage and shipment. 
Produced in only one width, the clip 
fits standard quarter-inch recording 
tape on any size reels. 


Catalog Describes 
Genarco Equipment 


Audio visual equipment manufac- 
tured by Genarco Inc. is described 
in a folder issued by the Jamaica, 
N.Y., concern. 

Listed are 3,000 watt slide projec- 
tors for 3%4x4” slides and electric 
slide changers for 344x4” slides. Also 
described are long focal length 
lenses and other accessories. 

- « « for more details circle 1109, page 143 


Projection Screens 
Described in Folder 


A folder describing the Da-Lite 
line of projection screens has been 
prepared and is being offered by 
the Warsaw, Ind., firm. 

The folder gives information on 
different standards that should be 
adopted by purchasers of screens for 
use in schools, industry, churches 
and church schools. 

- for more details circle 1110, page 143 


PLL a 
Sa a 
SATE 


When Aluminum Company ef America launched its new super- 
siding into the housing market, it required a display case that 
would radiate the fine quality with which the name “Alcoa” 
is always identified. The Alcoa Deluxe Siding Case is the 
Smithcrafted answer to this need—case and contents—both 


engineered for quality. 


Your sales aid problem, too, can be solved by calling upon 
your nearest S. K. Smith office. We'll be glad to assist. 


Illustrated literature available upon request 


THE S. K. SMITH COMPANY 


CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 
2857 N. WESTERN AVENUE, CHICAGO 18, ILLINOIS 
OFFICES IN LOS ANGELES, CLEVELAND AND NEW YORK 


NICE 


CRAFTED 


PLANTS IN CHICAGO AND LOS ANGELES 
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WHAT'S POPPING IN 
Point-of- 
Purchase 


On November 1-3, in New York’s Coliseum, fortunate 
buyers will be able to see, at the annual POPAI show, 
the finest and newest collection of display available 
anywhere. Selected from advance reports from the ex- 
hibitors are things you should look for if you are able 
to attend—things you don’t want to miss, even if your 
schedule did not permit a trip to New York. 


1. Advertising Metal Display Co., 
Chicago. Perforated iron gives a 
touch of grace and delicacy to a 
counter display of products often 
usec’ by women in business situa- 
tions. Display also fulfills require- 
ments of instant brand recognition 
and easy availability to the cus- 
tomer. 


2. Hollywood Advertising Co., New 
York. The banner, the Hollywood 
Swag, is designed to contain the 
attention-getting factors of the 
gleam of the fabric with an added 
touch of luxury, suggested by the 
lines of the drapery. 


3. Haft & Sons Inc., Brooklyn. A 
moving display, motivated by a 
synchronous motor. The crow bends 
back and forth so that his eyes fit 
into the frames of the spectacle 
frames. The left wing also moves 
while a flashing label behind the 
bottle is another attention-getting 
element of the units. 


4. Hinde & Dauch Div., West Vir- 
ginia Pulp & Paper, Sandusky, Ohio. 


Stand for giftware simulates appear- 
ance of gold but is made of corru- 
gated board. The riser on this is- 
land display tells the product story 
while shelves display line compati- 
ble with department, gift and hard- 
ware store locations. 


- Ohio Thermometer Co., Spring- 
field, Ohio. Designed as a replica of 
the old coach lamp, done in black 
& white because the company 
thought they were colors repre- 
sentative of the coach era, the wall 
thermometer has a face of heavy 
gage metal, colors and copy being 
applied by the silkscreen process. 
Instead of a thermometer tube, the 
action is a bi-metallic type. 


6. Interstate Boochever Corp., Fair 
Lawn, N.J. Easily assembled in a 
matter of minutes, this jumble dis- 
play consists of an automatic cor- 
rugated setup construction, covered 
by a coffee bag. The riser, created 
by Nestle and supplied by the 
Schneider Press, tells product and 
price story with copy on coffee bags 
also helping convey product infor- 
mation. 
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Point OF PuRCHASE 


Outstanding hand decorating by artists who 
capture every detailed likeness. Huge, NEW 
single floor plant with NEWEST equipment 
for ample production and quality control. 
Priced attractively and competitively. Send 
for information. 


Hartiand Plastics, Inc., Dept. R, Hartland, Wis. 
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7. Bemiss-Jason Corp., Palo Alto, 
Cal. Flexographic printing is used 
to produce this Christmas display. 
Printed in four colors on .004 
acetate, these design sheets can run 
to 52x60” in one repeat. The display 
pieces can be sheeted in any length 
or shipped in a continuous roll. 


8. Majestic Creations, Woodside, 
N.J. Made of natural styron, this 
display is two shells locked together 
by cardboard tabs on the inside. 
Display can be used as a wall 
plaque, and for this purpose, comes 
equipped with pressure sensitive 
tapes and string. As pictured, it is 
used as a full round unit. 


9,Goodren Products Corp., Eagle- 
wood, N.J. A line of adhesive-held 
pieces for a soft-drink customer in- 
cludes transparent self-sticking win- 
dow signs, vacuum form dimension- 
al displays, decals, thermometers 
and plastic shelf markers. 


10.Melrose Wire Products Inc., 
Passaic, N.J. A three-tier mahog- 
any-finished wood battery merchan- 
diser. The top shelf is covered by 
a clear piece of plastic to discourage 
pilferage of the smaller batteries. 


The top sign is screened in two 
colors. 


11.Thomas A. Schutz Co. Inc., 
Morton Grove, Ill. A modular dis- 
play case, injection-molded in clear 
plastic. The cases stack and have 
multiple-colored trays characteriz- 
ing different styles of the watches. 


12.Chanal Plastics Corp., Rego 
Park, N.Y. {Santa’s boot is made of 
red styrene, vacuum formed. The 
merchandise is displayed in the soft 
white flocked jeweled cuff, entwined 
with gold tinsel. Boot has a false 
bottom formed to display bottle. 
Foot of the boot has been squared to 
hold and display gift package. 
Greeting is hot stamped. 


13.Copeland Self-Selectors Inc., 
New York. One display to contain 
an entire line of eye make-up. Pol- 
ished acetate front insures complete 
visibility of products. Other features 
are lacquered plywood slides and a 
lorgnette color chart and mirror, 


provided so customer may see and 
select. 


14. Amelia-Robin Paper Sculpture, 
Boston. Designed to allow banks to 
show appreciation of customer pa- 
tronage during the Valentine sea- 
son, this display features a three-di- 
mensional Jack of Hearts. 





15. Industrial Lithographic Co. Inc., 
New York. To coincide with a pro- 
motional push, the “Society” theme 
was stressed in this full-color ex- 
hibit. The display is constantly in 
motion, with six different pictures 
in continuous sequence in the area 
of the photographic screen. Each 
picture remains at rest for a view- 
ing period of two seconds. Ma- 
chinery is a 6 rpm plug-in motor by 
Hankscraft. 


16. Chicago Show Printing Co., 
Chicago. Capitalizing on outdoor 
advertising, this display advertises 
its subject in billboard fashion. The 
A-board topper, or pole sign, is 
printed in three colors on 75-point 
board. It can be mounted to station 
poles or placed on A-board sign, 
with recommended location, “near 
the curb.” 


17. Gugler Lithographic Co., Mil- 
waukee. For a customer who be- 
lieves in taking advantage of holi- 
day promotional benefits, a full di- 
mension and full color display. 
Features included extra units so 
that display could be used for two 
holidays, July 4 and Decoration 
Day, with simple exchange of extra 
units. Setup is flexible so that it 
could be condensed or expanded or 
broken into sections. Suggested use: 
theater lobby displays. 


18. Einson-Freeman, Long Island 
City, N.Y. A permanent injection- 
molded construction of clear styrene. 
Units measure 6x542x4%” and are 
locked together by slots and tabs 
that are parts of each unit. “Snap- 
ping together’ feature permits 
tailoring of display to available 


space. Display cards slip into hold- 
ers. 


19.Consolidated Lithographic 
Corp., Carle Place, N.Y. Constructed 
to occupy a minimum amount of 
space on counter or in window, unit 
matches heads of girls with proper 
shade of lipstick. To combat pil- 
ferage, both nail polish bottle and 


lipstick tubes are secured in a plas- 
tic bubble. 


20Copeland Displays Inc., New 
York. A polished acetate front and 
vacuum formed acetate sides insure 
complete visibility of all dolls, while 
keeping the display pilfer-proof. 
The display, holding 24 Betsy and 
Toni displays may be presented to- 
gether vertically, as shown, or as 
separate units. The display may be 


opened by the dealer for changes. | 


What About 
Shelf 
Extenders ? 


They sell lots of merchandise and 
dealers will use them. But certain 
requirements must be met. 


The one shown below was very 
successful. In fact one of the ad- 
vertiser’s salesmen dropped by 
just to tell us hdw much the retail- 
ers liked it. 


The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the 
problem by the advertiser and our 
design group. 


This display has no exposed 
sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 
These features minimize the pos- 
sibility of injuries to shoppers. 
The sign has three way visibility 
and the copy “This Week’s Fea- 
ture’”’ enables the retailer to re-use 
the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our 
knowledge of these requirements 
on your next display program. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 
Manufacturers and Designers of Displays from 


Wire in combination with other materials 
since 1945. 
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K-S At Bat 
for BLATZ 


IDEA NO. 179 


Baseball and 

beer go together 

Se ais aU & 6s 

beer and base- 

ball! Small won- 

der, then, that 

Pabst Brewing 

Co., Milwaukee, and its Dir. of 
Sales Promotion, Barney Brienza, 
chose a baseball motif for their 
summer P-O-P display promoting 
Blatz beer. It’s a marvelously 
clever 3-D_ beer-can ball-player, 
complete with cap, glove, ball, and 
bats. Strips of sturdy-stickin’, peel- 
and-press Dubl-Stik on side and 
feet hold him firmly in place in store 
windows, counters, backbars, etc. 
Championship full-color litho job 
by Allen Lithographing Inc., 
Chicago. 


.. KEEP IT UP...WITH KLEEN-STIK 


GET IT UP. 


ee VERSATILE 
A 3 


No): 
Cyd ae AL | rat 


Colorful 
Can- 
Topper 
for S-W 
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IDEA NO. 180 


Color sells for Sherwin Williams 
Co., famous Cleveland paint pro- 
ducer. So Gen. Mdsg. Mgr. D. W. 
Campbell and Sales Prom. Mgr. 
L.W. Dashbach devised this oh-so- 
ingenious eye-stoppin’ ‘‘topper’’ for 
= can displays. The circular 
ase is printed to match the color 
in the can—giving a realistic look 
of the brush being withdrawn! 
Cleverly die-cut and easeled, it’s 
made eminently work-able by add- 
ing a strip of Dubl-Stik —the se/f- 
sticking adhesive that holds tight, 
even on metal. A job to be proud 
of — produced by S-W’s own Print- 
ing Division, under the capable 
direction of Supt. Bob Weber. 


daay***'dn Al 


cer ain Li 


In cans or out of cans, mod- 
ern moistureless Kleen-Stik 
can help sell practically any 
product. Get helpful ideas 
from your regular printer, 
lithographer or silk-screener 
...or write for best-seller book- 
let, “101 Stik-Triks” today. 


WMILS-N331H HLIM 


7300 West Wilson Avenue 
Chicago 31, filinois 
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21. Creative Displays Inc., Chicago. 
Display fills difficult requirements 
of outlets for this type of product. 
It fits onto a pattened price rail clip 
in a self-service meat case. This al- 
lows the butcher or meat retailer to 
fill the case as usual, and allows 
Armour to gain store wide attention 
for its hams because of height of 
display. 


22. Arrow Display Associates, Phil- 
adelphia. Designed to meet the com- 
petition from other displays in de- 
partment store location, this unit 
stresses adaptability of product to 
different temperatures. 


23. Neon Products Inc., Lima, Ohio. 
Aimed at supermarket and package 
outlets, the lantern is large enough, 
(11%4x12”), to capture attention. All 
components are injection-moulded, 
including gold vaporized cones at 
top and bottom of lantern. Two 
sides have customer’s slogan, trade- 
mark. Others, transparencies. 


24. United States Printing and Lith- 
ograph, Cincinnati. This motion dis- 
play features one single turning 
frame for 360°. Unit is battery op- 
erated. The football sides feature 
teams strongest in area display is 
used. 


25. Chanal Plastics Corp., Rego 
Park, N.Y. Another unit, using 
vacuum formed styrene as a basic 
ingredient. Display is hollow, to al- 
low stacking of merchandise. An- 
other feature is on the back of the 
unit—a Scotch tape dispenser as well 
as a space for a pad and pencil, fac- 
ing the druggist. Display, 24x11’, is 
made of plastic, cardboard and 
metal. Top printing is silkscreened 
while base has been hot stamped. 


26. Edinger-Wyckoff Inc., Strouds- 
burg, Pa. This unit was made avail- 
able in one of four finishes, natural, 
blonde, dark oak, or walnut. Base 
is black tubular metal. Circular 
display is intended for island use in 
retail outlets. Merchandising aims: 
to increase impulse sales and to aid 
customers in making faster selec- 
tion of items in 48 bins. 


27. W. L. Stensgaard and Associ- 
ates, Chicago. This counter fixture 
is 17x30x18”. It has plywood sides 
with finish in maroon oak tone and 
a white filter on the inside and out- 
side of the uprights, supporting a 
two-tier gold-baked enamel finish 
tray. Trays in the display are slotted 
and indented to accommodate re- 
movable metal dividers for mer- 
chandise in various combinations of 
styles. Another feature of the dis- 
play is that its trays are tilted 
slightly backward to give best vis- 
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STRIPE 


TOOTHPASTE 


is yout beet nth 


at kat ict COMPaNy 


a 
EW YORK e CHICAGO e aa Teh 


on 
Med ee Principal cities 


\ CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


C] Permanent-type Displays—wood, glass, plastic, metal 
(J Molded Plastic and Animated Displays [[] Complete Dealer 
Display Kits [] Cloth Banners [[] Outdoor Displays—Stanzall® 
(.] Cardboard Displays [[] Econo Signs [] Mystik®—Self-Stik 
Displays [[] Pennants [] General Lithographing Services 
] Complete creative point-of-sale facilities from ideas to sales. 











help Santa se//~ 


eeeees 
eeoee? POC teecccecsccodn 


Shoppers stop, look and buy when 
they see this compelling Zenith 
display. An overhead winklight 
goes on as Santa opens the door, 
and off as he closes it. Power is 
supplied by a Hankscraft syn- 
chronous AC Display Motor. It’s 
another graphic example of sales 
power in action — animated by 
Hankscraft! 
This display produced by Knipschild- 


Robinson, Inc., Chicago, IIlinois, for 
Zenith Radio Corp. 


COMPLETE 
ENGINEERING 
SERVICE 

for animating 
displays of 

all sizes, 
AC-powered 

or battery- 
operated. Send 
dummy to: 


HANKSCRAFT COMPANY World's Largest Manufacturer of Battery-Operated Display 


E ee Motors. Sales Offices in these principal cities: Chicago « 
Display Motor Division Philadelphia * Minneapolis * New York ¢ Dallas « Toronto 
REEDSBURG, WISCONSIN (Ontario) * San Francisco (Erlach Lee Co.) 


For the latest in display animation ideas, 
visit Hankscraft POPAI booths 237 and 238. 


November 1960 + an * 127 





ible angle of the merchandise when 
shown on counter. Storage area is 
provided under the rear tray for 
removable dividers when they are 
not in use. Top sign is removable 
and vertical slots are provided in 
the sides for easy insertion. 


Chicago Show Printing Co., Chi- 
cago. Unit is designed to give tone 
of prestige in permanent-type wall 
display made of wood, metal and 
plastic giving a three-dimensional 
effect. Unit is built to last the en- 
tire selling year. 


for the Merchandising Director, 

the Printing Buyer, the Purchasing 
Director, Marketing, Sales and Adver- 
tising Executives, the Sales Promotion 
Manager, the Packaging Man. 


¥ 


aOU ROL eA ME lt) ea Ce 
LN ae@ amit ots 


29.Interstate Boochever Corp., Fair 
Lawn, N.J. This colorful display, 
built around a pole with wire legs, 
can be used on top of a gondola, as 
well as on the floor. This particular 
version of the display lends a strong 
impulse to tie-in sales of picnic 
items. The flags list suggested pur- 
chases of related items, thus in- 
creasing chances of the unit’s actu- 
ally being installed. The printing 
uses four high-gloss colors, while 
the replica of the Dixie Cup is in 
actual third dimension. Merchandise 
can be jumble-displayed beneath it. 


CREATIVE POINT OF SALE 

MODERN PACKAGING — FINEST QUALITY LABELS 
EFFECTIVE SALES PROMOTION 

LONG LASTING DECALCOMANIAS 

COLORFUL SILK SCREENING 

CALENDARS — ALL KINDS 

LIVING COLOR POSTCARDS 

COASTERS — ALL TYPES 

THOROUGH EDITING SERVICE 


7 JTOODWARD INC. 


: Morypress 


Ofret (Kalig ravue 


SALES OFFICES 
NEW YORK, N. Y. e 


ST. LOUIS, MO. . 
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DALLAS, TEXAS 





With 22K gold permanently fired into the gloss 
# Corates of hand blown heat-resist gloss 


. f 
Platters and Casseroles are heat-proo 


: BIRTHDAYS 
IDEAL GIFTS FOR WEDDINGS - SHOWERS 
ANY GIFT OCCASION -- OR YOUR OWN ENTERTAINING 


How to sell with Style... take a popular product like Inland gift glassware. Put it 
in a handsome corrugated display stand by Hinde & Dauch Division. Result: Self-service sales 


zoom right off the chart. Like to create more excitement at the point-of-purchase? Call H&D 
for details on custom-designed corrugated displays. 


Hinde & Dauch Division 


West Virginia 
Pulp and Paper 


Sandusky, Ohio 


Printed in U. S. A. on Sterl ng Offset Enamel manufactured by West V rginia Pulp and Paper, 25 x 38-100 





FOR AS 
Kyeed LITTLE 


i, 
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= 
= 
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REFLECTIVE 
EXPENDABLE 
EMERGENCY 


ROAD 
WARNER 


TIE-IN 
ADS x 


IDEAL FOR 

PROMOTIONS OF: 
INSURANCE 
CONTRACTORS 
UTILITIES 
TRANSPORTATION ETC. 


—K DESCRIPTION: 


31,” X 8” SHAPE FOR ROAD 
REFLECTOR. INTERLOCKS FOR ARM 
BAND OR STORES ON SUN VISOR. 
FLUORESCENT AND CODIT" RE- 
FLECTIVE ALTERNATE BANDS FLEX- 
IBLE WEATHER RESISTANT. LOTS 
OF SPACE FOR YOUR AD. REVERSES 
TO MAKE SELF MAILER. 


JUST SAY “SEND FREE BEER 
SAMPLE” “S:}GNAL LITE” es. ae e 

R Its the Water 
TO 


1.D.L. incorporatep 
PGH 35 PA. 
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developing a profit picture 
requires FULL TIME EXPOSURE 


WS 


Mai 
Be 


de ee 
=p 
=< 


AMDCO Counter Merchandiser for 
Monroe Chemical Company 


_ The point of sale Is where all your 
efforts come into focus...where 
your product image registers, 
the impulse clicks, and your sale 
is completed... write or call tor 
more information...and how 
AN AD METAL DISPLAY 
custom-designed for your 
product, will help you close more 
sales, more profitably... 


7 re : api ie! 
CHICAGO 6O / 4624 W. NINETEENTH ST. / Bishop 2-1242 * NEW YORK 36 / 11 W. 42nc ST. / LOngacre 4-8256 
5 
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39. Copeland Displays Inc., New 
York. Here the assignment was to 
display 36 carpet swatches so that 
, they were all clearly visible and re- 
movable for closer examination by 
the customer. The sign topping the 
514’ unit is made of Masonite. 


31. Majestic Creations Inc., Wood- 
side, N.Y. Holiday greetings has 
lantern with the rays of the candle 
in motion. Unit is reproduced in 
multi-colored lithography on three- 
dimensional cardboard. The display 
features Christmas lights on back- 
ground and they also illuminate 
many of the windows in surround- 
ing homes. 


32. Creative Displays Inc., Chicago. 
Jumble display allows shoppers to 
take packages quickly and easily. 
The large wire basket is a self- 
feeder. Base of the unit is 42” while 
it stands 9’ 6” high. The display 
holds 10 cases of Quaker Oats thus 
avoiding frequent refilling duties 
for the grocers featuring it. 


33. Chicago Show Printing Co., 
Chicago. All-season motor oil is the 
product and display conveys to 
prospects the 12-month potential of 
this product. Ceiling to floor pole 
display is multi-colored. Puppets in 
colorful summer and winter dress 
rotate in and out of respective en- 
closures in unison, highlighted by 
the flashing lights behind them. 


34. Thomas A. Schutz Co. Inc., 
Morton Grove, Ill. Injection-molded 
back bar sign has an animated 
waterfall within the horseshoe and 
floating stars and logo that are con- 
tinually changing colors. 


Point-of-purchase people were 
among the first in the promotional 
and merchandising world to realize 
the impact color gave to selling 
presentations and these pages with 
their black-and-white limitations 
do not always do justice to the 
efforts of the point-of-purchase in- 
dustry. 

This is best realized, AR’s editors 
believe, by your first-hand attend- 
ance at the POPAI show at New 
York’s Coliseum on the first three 
days of November. 

In addition to seeing the full im- 
pact of color, the show is also an 
education in how prosaic materials 
can be coverted into effective sales 
aids by the craftsmen of POPAI. 
Few of the featured displays use 
exotic or hard-to-obtain materials. 
Most national merchandisers start 
out even in this respect. It is how 
the materials are used in highly 
competitive retail situations that 
often makes the difference, the most 
important difference, in profit or 
loss for the merchandisers. 44 
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Kleen-Stik Develops 
New Silk-Screening Stock 


Kleen-Stik Products reports the 
development of a special new silk- 
screening stock that combines the 
economy of a plain paper sheet with 
the convenience of Kleen-Stik pres- 
sure-sensitive adhesive. 

Called “Tape-Stik,” the new prod- 
uct consists of a moisture-resistant, 
white waterproof stock edged with 
two strips of two-sided adhesive 
Dubl-Stik tape. 

The company reports the stock to 
have excellent outdoor characteris- 
tics, wet-proof strength and a good 
white surface on both sides for 
screening. 

The ad message can be screened 
on the taped side for use inside win- 
dows, glass doors, and showcases, 
etc. Tape-Stik is available in either 
15x24” sheet size with tape along the 
24” edge, or in 18x20” size with tape 
along the 20” edge. - 

Complete information is available 
from Kleen-Stik Products, 7300 W. 
Wilson Av., Chicago 31. 44 


New Marking Board 
Introduced by Pryor 


A new announcement board, con- 
sisting of sturdy perforated panels 
with aluminum frame and 3-D 
plastic letters which “fit” into the 
board, has been introduced by 
Pryor Marking Products, Chicago. 

The panels of “Movitex A-1” are 
in a black finish and available in sizes 
ranging from 18x12” to 36x54”. The 
board can be hung either vertical- 
ly or horizontally or with “stand- 
up” easels. 

The 3-D character letters and nu- 
merals will not chip, fade, or crack. 
They are available in either white 
or red and in a variety of sizes. 

Literature is available. 

- for more details circle 1137, page 139 





The phone number of your nearest 
Authorized PLexiGtas Distributor is 
in this list: 


po a re TR-5-7006 

CE-3-3274 

ae WI-7-4900 

Boston, Mass. ....s.0.-; AN-8-1900 

WA-3-9800 

NO-7-3500 

EL-4-3001 

Bridgeport, Conn. ....... ED-3-3128 
Buffalo, N.Y. 

MA-1873 

Chavtette, 0.0... .......6.%. FR-6-8561 

Ce TR. bo ot vated oes CL-4-4900 

FI-6-7900 

CA-7-0300 

ED-4-8115 

DU-1-3010 

PA-1-7911 

OL-1-1500 


Cincinnati, Ohio 


Cleveland, Ohio 
Columbus, Ohio 
Dallas, Texas 
RI-7-7044 
Dayton, Ohio BA-2-5891 
Denver, GOW ... si ise es GE-3-3369 
SU-1-6361 
Betrott, Nici. . 2... 6 se 60 0% TO-9-9500 
Des Moines, lowa 
Ft. Worth, Texas 
Grand Prairie, Texas CR-4-7337 
Menten, Fe. >. ce. a8 MA-4-7241 
Hartiord, Comm. ......... AD-3-9881 
Houston, Texas 


Indianapolis, Ind. ....... ME-4-4521 
Kansas City, Mo. ........ GR-1-0500 
LO-1-3480 
GR-1-6390 
Los Angeles, Calif. ...... DU-5-3001 
DU-1-3053 
ee ME-5-2606 
Memphis, Tenn. ......... FA-7-7391 
TEL. ys. v0 oe ore aie PL-7-2477 
NE-5-5339 
Milwaukee, Wis. ......... BR-6-9700 
BR-3-7032 
Minneapolis, Minn. ...... FE-9-8917 
New Orleans, La. ......... EX-4233 
gh Se BE-3-7377 
WO-6-4900 
OR-5-1172 
GR-7-5000 
PON, TRE. 6c cevineecs MI-2-7413 
Philadelphia, Pa. ........ GL-9-1000 
LO-3-7038 
WA-2-6824 
GA-6-4010 
Penis, AF. . os ce icacecs AL-2-1701 
Peeeeee, PO. oa scenes MA-1-6854 
Richmond, Va. ........<. EL-5-5324 
Rochester, MY. ......6.. FA-8-4115 
Salt Lake City, Utah DA-8-0648 
San Antonio, Texas CA-2-9351 
San Diego, Calif. ........ CY-5-8261 
San Francisco, Calif. ..... PL-6-7740 
DO-2-6433 
Seattle, Wash. .......... MA-3-2783 
eS eee MA-1-7900 
JE-1-6372 
eee eee CA-7-7371 
syrecues, OLY. .6. cies ss HA-2-9165 
TOUR: ivy boca 37-5121 
Washington, D.C. ........ DE-2-9000 
Wilmington, Del. . . . .OL-4-9937 





It 
takes 
just 
7 seconds O 


THORIZED 
PLEXIGLAS 
ISTRIBUTOR 


Tn just the time it takes to dial the phone, you can obtain complete service 
on PLEXIGLAS” acrylic plastic. Your Authorized PLExic.Las Distributor can serve you with 
other plastics, too, and a wide range of accessories. He is also qualified to help 
you with technical and fabrication information. His stocks include almost any 
size and thickness of PLEXIGLAs in clear, colored, patterned and corrugated sheets, 
plus rods and tubes. Call the number listed at the left, in your nearest city. You 
will be connected with your best source of service on plastics. 


ra Chemicals for Industry 
ROHM & HAAS 
om COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm & Haas Co. of Canada, Ltd., West Hill, Ontario 
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If it's made of 
WIRE 


get in touch with 


FASFORM 


Just tell us what you need, and if it 
can be formed with wire we'll give 
you a blueprint and a cost estimate. 
Write Fasform Formed Wire Products 
Division, Heller Roberts Manufactur- 
ing Corp., 6115 Carnegie Ave., 
Cleveland |, Ohio. 


HELLER ROBERTS 


Manufacturing Corporation 


NEW rinest pecats ever MADE 


RUBBERCAL® (plastic decal) is permanent, waterproof, tough 
Easiest applied — without woter in any weather. Best indoor, ovt- 
door emblems. More economical. Write for samples. Made only by 


MULTICOLOR PROCESS CO., Box 1033, Tulsa, Okla. 


POPAI Exhibit Nov. 1-2-3 


JSE THE PROVEN AND 
DEPENDABLE TURNTABLE 


WRAP-AROUND : ¥. 4” & "faces 
CHROME STEEL forpointofsale 


SIGN FRAMES PLASTIC AND 


Just Wrap Around and {and Clip 
ABAD EO a Sampie Assortment 


THE YARDER MFG. CO. 72.Ese'%s “ours 
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Step One 

Showing distorted 
artwork, pre-litho- 
graphed styrene plastic 
sheet was formed with 
four images on 
vacuum-forming 
machine. 


Step Two 

After forming display 
was die-cut and a card- 
board former inserted 
in the back which 

held a sawtooth hanger 
and adhesive pads for 
flexibility in hanging. 


Step Three 

Finished display is 
football plaque, 16x13”. 
Designed for 

use in taverns and 
package store at point 
of sale. 


Merrick Control Methods 
improve Plastic Displays 


The photographs (above) show 
the three steps of a styrene plastic 
display piece by The Merrick Co., 
Cleveland, for The Carling Brew- 
ing Co. 

Made of distorted pre-printed 
styrene plastic, which normally 
creates serious waste and reproduc- 


tion problems, Merrick devised new 
control methods that achieved close 
register, excellent color lithography 
and lower costs because of a cut in 
waste. 

According to Merrick, this low 
waste on the Carling display was 
remarkable because the large white 
football is placed in close proximi- 
ty to dark colors in defiance of usu- 
ally-accepted procedure. 44 





P.O.P. Flower Stand . . . National Pot- 
teries Co., Bedford, O., merchandises its 
polyethylene flowers from revolving wire 
display stand. Point-of-purchase unit was 
produced by Keeler & Dunkel Inc., 
Cleveland. 


Rohm & Haas Booklet Tells 
Plexiglas Sign Benefits 


An interesting booklet, well worth 
the reading time to anyone plan- 
ning a new sign, has been released 
by Rohm & Haas Co., Philadelphia. 

Entitled “Let’s Take a Look at 
Your Sign,” the booklet starts out 
by stating “after all, everyone else 
does.” It then helps the reader eval- 
uate, from several different stand- 
points, the qualities of the signs al- 
ready being used by his company 
or helps him plan a better new 
one. 

Clear, concise data are outlined 
on the main objectives of a sign, the 
message and feel it conveys, the 
proper location, size, etc. 

As for sign materials, the Rohm 
& Haas booklet minces no words 
in stating its preference for Plexi- 
glas but this is followed by some 
interesting information on the ma- 
terial and its use in signs. 


- for more details circle 1124, page 139 


Display-Flex Folder 
Shows Variety of Uses 


An eight-page booklet, showing 
the variety of display uses for “Dis- 
play-Flex,’ has been released by 
Fuller Displays Inc., New York. 

Printed display paper in continu- 
ous rolls, Display-Flex is available 
on either plain or corrugated paper. 
It can be used for point-of-purchase 
displays, window and store trim- 
ming, backgrounds, wrap-arounds, 
stackers, etc. 


- for more details circle 1125, page 139 


ILLUMINATED)! 


IDENTIFICATION — 


DISPLAYS 


Indoors, outdoors, GEECO lighted 
signs and displays illustrate the 
unusual in design and quality. Our 
production facilities are second to 
none for fast service and 
maintenance of high quality. On 
your next project, contact GEECO, 
Inc. We'll furnish comprehensive 
color layouts, detailed blueprints, 
accurate cost estimates, and 
guaranteed delivery date. It costs 
not one cent more, so write, 


wire, or call. 


GEECO, INC. P.o. Box 361, Saint Joseph, Missouri 
Phone ADams 3-3168 / TWX:ZJ8302 


Representatives in: 

Detroit / Chicago / Indianapolis 
Kansas City / Des Moines 
Minneapolis / Tulsa / Dallas / 


New York / Los Angeles 


“TWIRL n’ SELL” 
DISPLAY! 


. an economical, smooth turning » 


Here is another outstand- (¢f 

ing example of the use of K 
versatile Triangle “Lazy 

Susan”’ turntable ball bear- BEARING 


ings. Tens of thousands 

successfully used in revolving displays and signs to 
stimulate the “buy e-motion.’’ Turntables swivel 
easily on low cost ball bearings only %” thick. 
Capacities to 1000 Ibs. 3”, 4”, 6”, 12” sizes avail- 
able. Write for literature, samples and prices. 


TRIANGLE MANUFACTURING Co. 


710. DIVISION ST, OSHKOSH, WIS 
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If it's made of 
WIRE 


get in touch with 


FASFORM 


Just tell us what you need, and if it 
can be formed with wire we'll give 
you a blueprint and a cost estimate. 
Write Fasform Formed Wire Products 
Division, Heller Roberts Manufactur- 
ing Corp., 6115 Carnegie Ave., 
Cleveland |, Ohio. 


HELLER ROBERTS 


Manufacturing Corporation 


NEW 2 DECALS EVER MADE 


RUBBERCAL® (plastic decal) is permanent, waterproof, tough 


Eosiest applied — without water in any weather. Best indoor, ovt- 
door emblems. More economical. Write for somples. Made only by 


MULTICOLOR PROCESS CO., Box 1033, Tulsa, Okla. 


POPAL Exhibit Nov. 1-2-3 
$ New York 


—£ THE PROVEN AND 
JE PENDABLE TURNTABLE 


WRAP-AROUND arene 
CHROME STEEL (orpeintofsale 


SIGN FRAMES sussex: 


Just Wrap Around and Clip 
uuu Free Sample Assortment 


THE YARDER MFG. CO. 7ouese%s “ours 
134 + GRR - November 1960 





| 


Step One 

Showing distorted 
artwork, pre-litho- 
graphed styrene plastic 
sheet was formed with 
four images on 
vacuum-forming 
machine. 


Step Two 

After forming display 
was die-cut and a card- 
board former inserted 
in the back which 

held a sawtooth hanger 
and adhesive pads for 
flexibility in hanging. 


Step Three 

Finished display is 
football plaque, 16x13”. 
Designed for 

use in taverns and 
package store at point 
of sale. 


Merrick Control Methods 
Improve Plastic Displays 


The photographs (above) show 
the three steps of a styrene plastic 
display piece by The Merrick Co., 
Cleveland, for The Carling Brew- 
ing Co. 

Made of distorted pre-printed 
styrene plastic, which normally 
creates serious waste and reproduc- 


tion problems, Merrick devised new 
control methods that achieved close 
register, excellent color lithography 
and lower costs because of a cut in 
waste. 

According to Merrick, this low 
waste on the Carling display was 
remarkable because the large white 
football is placed in close proximi- 
ty to dark colors in defiance of usu- 
ally-accepted procedure. 44 





P.O.P. Flower Stand . . . National Pot- 
teries Co., Bedford, O., merchandises its 
polyethylene flowers from revolving wire 
display stand. Point-of-purchase unit was 
produced by Keeler & Dunkel Inc., 
Cleveland. 


Rohm & Haas Booklet Tells 
Plexiglas Sign Benefits 


An interesting booklet, well worth 
the reading time to anyone plan- 
ning a new sign, has been released 
by Rohm & Haas Co., Philadelphia. 

Entitled “Let’s Take a Look at 
Your Sign,’ the booklet starts out 
by stating “after all, everyone else 
does.” It then helps the reader eval- 
uate, from several different stand- 
points, the qualities of the signs al- 
ready being used by his company 
or helps him plan a better new 
one. 

Clear, concise data are outlined 
on the main objectives of a sign, the 
message and feel it conveys, the 
proper location, size, etc. 

As for sign materials, the Rohm 
& Haas booklet minces no words 
in stating its preference for Plexi- 
glas but this is followed by some 
interesting information on the ma- 
terial and its use in signs. 


. for more details circle 1124, page 139 


Display-Flex Folder 
Shows Variety of Uses 


An eight-page booklet, showing 
the variety of display uses for “Dis- 
play-Flex,’ has been released by 
Fuller Displays Inc., New York. 

Printed display paper in continu- 
ous rolls, Display-Flex is available 
on either plain or corrugated paper. 
It can be used for point-of-purchase 
displays, window and store trim- 
ming, backgrounds, wrap-arounds, 
stackers, etc. 


- for more details circle 1125, page 139 


ILLUMINATED 


IDENTIFICATION — 


DISPLAYS 


Indoors, outdoors, GEECO lighted 
signs and displays illustrate the 
unusual in design and quality. Our 
production facilities are second to 
none for fast service and 
maintenance of high quality. On 
your next project, contact GEECO, 
Inc. We’ll furnish comprehensive 
color layouts, detailed blueprints, 
accurate cost estimates, and 
guaranteed delivery date. It costs 
not one cent more, so write, 


wire, or call. 


GEECO, INC. p. o. Box 361, Saint Joseph, Missouri 
Phone ADams 3-3168 / TWX:ZJ8302 


Representatives in: 

Detroit / Chicago / Indianapolis 
Kansas City / Des Moines 
Minneapolis / Tulsa / Dallas / 


New York / Los Angeles 


“TWIRL n’ SELL” 
DISPLAY! 


- +» an economical, smooth turning 4” 


Here is another cuennad. Uy 
ing example of the use of 
ee Triangle 2 — 
usan’’ turntable ba ar- 
ings. Tens of thousands an. 
successfully used in revolving displays and signs to 
stimulate the “buy e-motion.’” Turntables swivel 
easily on low cost ball pie only #%" thick. 


Capacities to 1000 Ibs. 3”, onan’ sizes avail- 
able. Write for literature, oon and prices. 


TRIANGLE MANUFACTURING Co. 


10 DIVISION ST. OSHKOSH, WIS 


November 1960 





Biupeed Gpuide ane Index of 


Art & Photography 
Lucygraf Mfg. Co. 

Mack, Douglas 

Major Photo Co. 

Multi-Ad Services 

Quantity Photo Co. 

Rik Shaw Associates Ltd. 
Volk, Jr., Harry, Art Studio 113 


Art Supplies 


Bienfang Paper Co. Inc. 
Crescent Cardboard Co 


Balloons 

Oak Rubber Co. 

Banners, Pennants 

Pratt Poster Co. 124 
Binders, Catalog Covers 
Acco Products Inc. 20 
American Thermoplastic Co. 51 
Meier, Joshua, Co. Inc. 28 
Smith - a Co. 121 
Books 

Graphic Publishing Co. Inc. 61 


Camera Lucida 


Lacey-Luci Products Inc. 54 
Lucygraf Mfg. Co. 113 


Control Planning Aids 
Graphic Systems 118 
Conventions & Exhibitions 


Point-of-Purchase Advertising 
Institute Inc. 134 


Copyfitting Aids 
Haberule Co 


Decals 


Meyercord Co 27 
Multi-Color Process Co 134 
Screen Process Printing Co. 138 


Direct Advertising 


Brodie Advertising Service 80 
Dean-Forrest Co. 138 
Drey, Walter, Inc 78 
Heyer Inc. 73 


Display Materials 


Kleen-Stik Products Inc. 40, 126) 


Displays, Metal 


Advertising Metal Display 
Co. 131 


Display Motors 


Hankscraft Co. 127 


Merkle-Korff Gear Co. 134 
Triangle Mfg. Co. 135 
Vue-More Corp. 26 


Displays, Window & Store 


Advertising Metal Display 
Co. 131 
Black Box Collotype Studios 
Inc. 2 
Chicago Show Printing Co. 127 
Dismar Products Inc. 6 
Fredrick Photogelatine Press 
Inc. 19 
Geeco Inc. 135 
Hankscraft Co. 127 
Hartland Plastics Inc. . 124 
Heller Roberts Mfg. Corp. 134 
Hinde & Dauch Div. ..... 129 
Indiana Wire & Specialty 
Co. Inc. 125 
Simmons-Woodward Inc. 128 


Displays, Wire 
Heller Roberts Mfg. Corp. 134 
Indiana Wire & Specialty 

Ce Inc 125 
Duplicate Plates 


Progress-Hanson-Progressive 
Group 54 
Rapid Electrotype Co. 
Inside Front Cover 
Easels, Lecterns 
Oravisual Co 
Envelopes 
Du-Plex Onvelope Corp 
Globe Envelopes Ltd. 
Tension Envelope Corp 


Exhibit Builders 


Gardner Displays Co. 
Hartwig Displays 


Fluorescent Inks & 
Materials 


Radiant Color Cé 
Gravure Services 


Cc e 
Wolins 


Miller & Hutchings 
Inc, Back Cover 


Holiday Letterheads 


Goes Lithographing Co. 
Idea Art 


Imprinting 
Sersen's Imprinting 
Inks, Screen Process 


Naz-Dar Co. 
Radiant Color Co. 
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Labels, Tags 


Avery Label Co. . 69 
Brown-Bridge Mills Inc. 83 
Ever Ready Label Co. 31 
Kleen-Stik Products Inc. 40, 126 
Outserts Inc. Inside Back Cover 


Lettering Devices 

Varigraph Co. 

Lettershops 

Brodie Advertising Service @8 
Mailing Boxes 

Fox, C. J., Co. 

Mailing Lists 


Burnett, Ed, Inc. 

Drey, Walter, Inc. 

Mosely Mail Order Service 
Inc. 82 

National Business Lists Inc. .. 88 

Special Correspondents Inc. 84 

Standard Mail Advertising 
Co. 138 


Manikins, Rental 
Madisonia Manikins Inc. 138 


Motion Picture Services 


MP-TV Services 


Office Equipment & 
Supplies 


Friden Inc. 
Heyer Inc. 


Packaging Materials 


Aluminum Co. of America 49-50 
Jackmeyer Corp. 8 


Paper Chemicals 


American Cyanamid Co. 109-110 
Dow Chemical Co. 23-24 
du Pont de Nemours, E. |. 

& Co. Inc. 119-120 


Papers, Printing 


Appleton Coated Paper 

Co. 15-18 
Beckett Paper Co. 95-96 
Bergstrom Paper Co 29 
Champion Paper & Fibre 

Co 55-56 
Consolidated Water Power 

& Paper Co. 12-13 
Cotton Fiber Paper Mfrs. 25 
Eastern Fine Paper & Pulp 

Div. 43-44 
Ecusta Paper Products 93 
Howard Paper Mills, Inc. 75-76 
Kimberly-Clark Corp. 91 
New York & Pennsylvania 

Co. 33-34 


Northwest Paper Co. 9-10 
Oxford Paper Co. 85-86 
Schroeder, Arthur, Paper 

Co. ine. .. 65-66 
Warren, S. D., Co. 70 
West Virginia Pulp & Paper 

Sa eck 7 101-104 
Whiting-Plover Paper Co. . | 


Papers, Specialty 


Aluminum Co. of America 
49-50 
Appleton Coated Paper Co. 

; 15-18 
Bienfang Paper Co. Inc. ....138 
Brown-Bridge Mills Inc. 83 
Kimberly-Clark Corp. 91 
Kleen-Stik Products Inc. 40, 126 
Radiant Color Co. 87 


Paste-Up Type 
Stik-a-letter Co. 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
Inc. Back Cover 

Hutchings & Melville Inc. 113 

Northwestern Photo Engrav- 
ing Co. 88 


Photographic Equipment 
& Materials 


Lacey-Luci Products Inc. 54 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc. ......138 
Mergenthaler Linotype Co. 53 
Warwick Typographers Inc. . 51 


Photo Prints, Quantity 


Major Photo Co. 
Quantity Photo Co. 


Postcards, Color 
Corona Color Studios 
Premiums & Specialties 


Better Homes & Gardens 
Dismar Products Inc. 
Emblem & Badge Mfg. Co. 
Georgopulo, G. A., & Co. 
Heller Advertising Inc. . 
tol. ine. 

Oak Rubber Co. 

Orchids of Hawaii Inc. 
Prentice-Hall Inc. 

Spotts Mailing Corp. 
Uhrig Trailer Co. 


Presentation Materials 


American Thermoplastic Co. 51 
du Pont de Nemours, E. |. 
& Co. it 





Adwertisers 


Multiplex Display Fixture 
Co. 116 
Smith, S. K., C 121 


Printing 


Black Box Collotype Studios 
Inc. 2 
Chicago Show Printing Co. 127 
Crocker, H. S., Co. Inc. 90 
Fredrick Photoaelatine Press 
Inc. 19 
Goes Lithographing Co. 5 
Simmons-Woodward Inc. 128 
Universal Loose Leaf Mfg. 


Co. 138 
Printing Ink 


General Printing Ink Div. 15-18 


Projectors 


DuKane Corp. 
Tel-A-Story Inc. 


Screen Process 


Screen Process Printing Co. 


Acco Products Inc. 20 
Advertising Meta! Display 

Co. 131 
Aluminum Co. of America 49-50 
American Cyanamid 

Co. 109-110 
American Thermoplastic Co. 51 
American Type Founders 39 
Amsterdam Continental Type 

& Graphic Equipment 48 
Appleton Coated Paper 

Co. 15-18 
Avery Label Co 69 
Beckett Paper Co. 95-96 
Bergstrom Paper Co. 29 
Better Homes & Gardens 62 
Bienfang Paper Co. Inc. 138 
Black Box Collotype Studio 

Inc. 2 
Brodie Advertising Service 80 
Brown-Bridge Mills Inc. 
Bundscho, J. M., Inc. 
Burnett, Ed, Inc. 
Champion Paper & Fibre 

Co. 55-56 
Chicago Show Pr nting Co. 127 
Collins, Miller & Hutchings Inc. 

Back Cover 

Consolidated Water Power 

and Paper Co. 12-13 
Corona Color Studios 
Cotton Fiber Paper Mfrs. 
Crescent Cardboard Co. 
Crocker, H. S., Co. Inc. 
Dean-Forrest Co 
Dismar Products Inc. 
Dow Chemica! Co. 
Drey, Walter, Inc. 


Self-Sticking Specialties 


Avery Label Co. 

Kleen-Stik Products Inc. 40, 
Meyercord Co. 
Multi-Color Process Co. 
Screen Process Printing Co. 


Sign Materials 


Kleen-Stik Products Inc. 40, 126 
Rohm & Haas Co. 132, 133 
Yarder Mfg. Co. 134 


Signs & Identification 
Materials 


Fredrick Photogelatine Press 

Inc. 19 
Geeco Inc. 135 
Hanover Neon Electric Corp. 21 
Massillon-Cleveland-Akron 

Sign Co. 90 
Meyercord Co. 27 
Mulholland-Harper Co. 22 
Multi-Color Process Co. 134 
Plasti-Line Inc. 19 
Pratt Poster Co. 124 


Signs, Metal 


Massillon-Cleveland-Akron 


Sign Co. 90 
Signs, Plastic 
Geeco Inc. 
Hanover Neon 

Corp. 


Mulholland-Harper Co. 
Plasti-Line Inc. 


Slides 
Rik Shaw Associates Ltd. 138 
Stock Art 


Multi-Ad Services a 
Volk, Jr., Harry, Art Studio 113 


Electric 


Stock Photos 
Mack, Douglas 
Typefounders 


American Type Founders 
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ALPHABETICAL INDEX 


DuKane Corp. 116 
Du-Plex Onvelope Corp. 80 
du Pont de Nemours, E. |. 

& Co. Inc. 11, tt9-120 
Eastern Fine Paper & Pulp 

Div. 43-44 
Ecusta Paper Products 93 
Emblem & Badge Mfg. Co. 108 
Ever Ready Label Co. 31 
Flexo-lettering Co. Inc. 138 
Fax, 6. Jit, 113 
Fredrick Photogelatine Press 

Inc. 19 
Friden Inc. 7 
Gardner Displays Co. 105 
Geeco Inc. 135 
General Printing Ink Div. 15-18 
Georgopulo, G. A., & Co. _ 138 
Globe Envelopes Ltd. 83 
Goes Lithographing Co. 5 
Graphic Publishing Co. Inc. 61 
Graphic Systems 118 
Haberule Co. 54 
Hankscraft Co. 127 
Hanover Neon Electric 

Corp. 21 
Hartland Plastics Inc. 124 
Hartwig Displays 87 
Heller Advertising Inc. 112 
Heller Roberts Mfg. Corp. 134 
Heyer Inc. 73 
Hinde & Dauch Division 129 
Howard Paper Mills Inc. 75-76 
Hutchings & Melville Inc. 113 
1.D.L. Ine. 130 
Idea Art 59 
_ Indiana Wire & Specialty 

Co. Inc. 125 


Jackmeyer Corp 8 
Kimberly-Clark Corp. 91 
Kleen-Stik Products Inc. 40, 126 
Lacey-Luci Products Co. 54 
Lucygraf Mfg. Co. 113 
Mack, Douglas 112 
Madisonia Manikins inc. 138 
Major Photo Co. 82 
Massillon-Cleveland-Akron 

Sign Co. 90 
Meier, Joshua, Co. Inc. 28 
Mergenthaler Linotype Co. 53 
Merkle-Korff Gear Co. 134 
Meyercord Co. 27 
Monsen Typographers Inc. _ 47 
Mosely Mai! Order List 

Service 82 
MP-TV Services 138 
Mulholland Harper Co 22 
Multi-Ad Services 59 
Multi-Color Process Co. 134 
Multiplex Display Fixture 

Co. 116 
National Business Lists Inc. 88 
Naz-Dar Co. 4 
New York & Pennsylvania 

Co. 33-34 
Northwest Paper Co. 9-10 
Northwestern Photo Engrav 

ing Co. 88 
Oak Rubber Co. il 
Otavisual Co. Inc. 118 
Orchids of Hawaii Inc. 112 
Outserts Inc. Inside Back Cover 
Oxford Paper Co. 85-86 
Plasti-Line Inc. 19 
Point-Of-Purchase Advertis 

ing Institute Inc. 134 


Amsterdam Continental Types 
& Graphic Equipment . 48 
Mergenthsler Linotype Co. 53 


Typewriters, Composing- 
Reproducing 


Friden_ Inc. 


Typography 


Bundscho, J. M., Inc. 
Monsen Typographers Inc. 
Service Typographers Inc. 
Warwick Typographers Inc. 


Visual Aids 


DuKane Corp. 

du Pont de Nemours, E. l., 
& Co. 

Graphic Systems 

Lacey-Luci Products Inc. 
Meier, Joshua, Co. Inc. 
Multiplex Dispaly Fixture 
Co. 

Oravisual Co 

Tel-A-Story Inc. 


Pratt Poster Co. .... 124 
Prentice-Hall Inc. 108 
Progress-Hanson-Progressive 

Group 54 
Quantity Photo Co. 84 
Radiant Color Co. 87 
Rapid Electrotype Co. 

Inside Front Cover 

Rik Shaw Assoc. Ltd. 138 
Rohm & Haas Co. 132, 133 
Schroeder, Arthur, Paper 

Co. lic, . 65-66 
Screen Process Printing Co. 138 
Sersen's Imprinting 88 
Service Typographers Inc. . 25 
Simmons-Woodward Inc. 128 
Smith, S. K., Co. 121 
Special Correspondents Inc. 84 
Spotts Mailing Corp. 112 
Standard Mail Advertising 

Co. 138 
Stik-A-Letter Co. 
Tel-A-Story Inc. 
Tension Envelope Corp. 
Transparent Advg. Corp. 
Triangle Mfg. Co. 
Uhrig Trailer Co. 
Universal Loose Leaf Mfg. 

Co. 
Varigraph Co. 
Volk, Jr., Harry, Art Studio 
Vue-More Corp. 
Warren, S. D., Co. 
Warwick Typographers Inc. 51 
West Virginia Pulp and Pa- 

per Co. 101-104 
Whiting-Plover Paper Co. . 1 
Yarder Mfg. Co. 134 
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Frufewedl Souter fov 


Services and Supplies 


MAILING LISTS 


50 Miilion Telephone Subscribers 
names and addresses 

$5.00 per thousand (Repeat use) 

8.000 telephone directories — 40,000 
Towns & Cities 

500,000 Real Estate Taxpayers 

All types of mailing lists compiled to 

order (Business, financial ratings, SIC, 

Population, State, City, County. etc. 

Your present prospect or circulation 

lists brought up-to-date (Dead names 

eliminated) 

ABC & BPA Circulation Verification 

Address changes — New Names added 

daily 

Business Firms- Institutions- Profession- 

als-Residents. Write for cataloa. 


STANDARD MAIL ADVERTISING CO 


SUPERIOR 7-1856 
cr 2 Teme ees 


LETTERING DEVICES 


cs. 


VARIGRAPH LETTERING INSTRUMENT 
Cuts Printing Costs — Speeds Production 


For new Free Catalog and Information write 
VARIGRAPH CO., 840 W. Lakeside St., Madison 1, Wis. 


SOUND EFFECTS 


. HI-FI SOUND EFFECTS 


Newest Sound: Airplanes, DC8, Electra Prop 

Jet, Boeing 707, Air Force F-104 Starfighter, 

Regulus |, Missile Launching, Carrier Sounds. 
Also Autos, Music, Trains, Household and Industry. More 
than 13 classifications; over 1500 real-life sound effects. 
See your dealer or send 25¢ for 2 catalogs containing 
more than 250 record listings. MP-TV SERVICES 
7000-L Santa Monica Bivd., Hollywood, Calif. 
SS LT LT 


ADDRESSOGRAPH PLATES 


ADDRESSOGRAPH PLATES 
Brand new plates and frames for your 


addressograph and speedaumat machines. 
New low prices. Price list available. 


DEAN-FORREST CO. 


7 Foster St., Revere 51, Mass. 
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REPRESENTATIVES WANTED 


er ©. P. 
REPRESENTATIVES WANTED 
Manufacturers of “‘CLEAR-STIX" products. 
Transparent, self-adhering, point of pur- 
chase signs. Also die cut decals, price 
markers, product identification labels, etc., 
up to six colors, with easy-to-post pressure 
sensitive tapes or with overall adhesive 
backing for more permanent type of dis- 
play. Will adhere to any surface like win- 
dows, counters, back-bars, doors, auto 

bumpers, etc. 
interested in manufacturer's representa- 
tives in Boston, Philadelphia, New Jersey, 
New York and other territories — com- 
mission. 

Transparent Advertising Corp. 

2800 College Point Causeway 

Flushing 54, New York 


or 
See us at the POPAI Show 
Booth 175 





DETROIT SALES REP? 


lLeocking for mature guy with top contacts in 
Advertising, Merchandising, Sales Promotion, 
Graphic Arts, Displays and Purchasing. Twenty 
yeers experience in creative sales. 
Box +45 
c/o ADVERTISING REQUIREMENTS 
200 E. Illinois St. 
Chicago 11, iil. 


MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 
of ladies’ men’s and 
children’s figures. 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 


DECALS 


NEW DECALS 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 
SCREEN PROCESS PRINTING CO. P.O. Bex 948, Wichital Kansas 


ART SUPPLIES 


DALTON 
**admaster”’ 


100% reg leyeut and visvelizing ped. 





COLOR BLOWUPS 


WE CAN MAKE 
FULL COLOR 
BLOWUPS 
OF YOUR ADS 
UP TO 15 FEET? 


For full story— 
Send for free glossary 


“RIK SHAW ASSOCIATES, LTD. 


181 PHOTOGRAPHIC PRODUCTION SERVICES 
250 WEST 57th STREET, NEW YORK 19, N. Y. 
PLAZA 7-3988 


COLOR POST CARDS 


Sar SI 


POSTCARDS 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYVE TRANSFER—TYPE € 
Write for Price List.and Somples 
CORONA COLOR STUDIOS 


46th St. New York 36,N. Y 


COMPLETE PRINTING SERVICE 


LETTERPRESS AND OFFSET 
Fast Dependable Reprints 


Phone HArrison 7-1811 
Universal Loose Leaf Mfg. Co. 
161 W. Harrison St. Chicago 5, Ill. 


Pa 
FROM SPECIMEN BOOK 
SENT ON RECEIPT OF 25¢ 


Every style 
in our 

Hi, 
Nah ¢ 
50¢ 2 word! 


ADVERTISING SPECIALTIES 


New York 17 
PL 3-4943 


ADVERTISING CIGARETTES 
Entire cigarette package 


features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., Inc. 


Cigarette Mfrs. Since 1905 
48 Stone St., New York 4 
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1101/Circle on Readers’ Service Card 
Educational Booklet 

. . . Kimberly-Clark tells ways to prepare 
artwork for printer, lithographer. (Page 58) 


1102/Circle on Readers’ Service Card 
Ideas for Artwork 
» . are contained’ in a Bourges Booklet. 
(Page 58) 


1103/Circle on Readers’ Service Card 
Children’s Pictures 

. are contained in a catalog from Chil- 
dren's Photo Guild. (Page 59) 


1104/Circle on Readers’ Service Card 

Washable Tracing 

. » . @ process of restoring the printability 

of tracings is described by Keuffel & Esser. 
(Page 59) 


1105/Circle on Readers’ Service Card 
Pressure Sensitive Adhesive 

. . . Presto Products will send a sample of 
its new adhesive. (Page 59) 


1106/Circle on Readers’ Service Card 
Polecat Folder 

. . a device for exhibit and display units 
is described by Polecats Inc. (Page 100) 


1107/Circle on Readers’ Service Card 
Film Booklet 

. . . pointers on film-making are available 
from G. M, Basford Co. (Page 121) 


1108/Circle on Readers’ Service Card 
Closed Circuit TV 

. an explanation of the closed circuit tv 
medium as used by business is offered by 
GPL. (Page 121) 


1109/Circle-on Readers’ Service Card 
Audio Visual 
. - equipment manufactured by Genarco 
Inc. is described in its catalog sheets. 
(Page 121) 


1110/Circle on Readers’ Service Card 

Projection Screens 

» . . Da-Lite Screen Co. offers a folder 

which includes samples of fabrics used. 
(Page 121) 


eer = 


Use these return cards 
for your copy of publications 
mentioned on this page 


ae Adwertising 


Requirements 


Ut toe 
| NTT 


*Send for these free helpful selling tools 


1111/Circle on Readers’ Service Card 
Typro Type 

. and lettering offered. by Halber Corp. 
are described in a ‘catalog. (Page 54) 


1112/Circle on Readers’ Service Card 
Beatnik Alphabet 


. . - Fotoline has prepared a sample sheet 
showing a modern alphabet. (Page 54) 


1113/Circle on Readers’ Service Card 
Modern Bodoni 


. . . is shown in its use as a headletter in 
a brochure from Mergenthaler Co. (Page 54) 


1114/Circle on Readers’ Service Card 
Better Filing Booklet 

. . . Avery Label Co. releases a booklet of 
tips on filing. (Page 68) 


1101 11021103 1104 1105 1106 
1107 1108 1109 1110 1111 1112 
1113 1114 1115 1116 1117 1118 
Tig 1120 1121 1122 1123 1124 
7125 1126 1127 1128 1129 1130 
1131 1132 1193 1194 1135 1196 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ml. 


1115/Circle on Readers’ Service Card 
Cellophane Packaging 

. » » Olin Mathieson Chemical Corp.'s fold- 
er shows the benefits of cellophane pack- 
aging in bakery goods. (Page 68) 


1116/Circle on Readers’ Service Card 
Aluminum Foil Design 

. » . Anaconda releases a booklet on de- 
signing on foil. (Page 68) 
1117/Circle on Readers’ Service Card 
Bemis Product Guide 


... @ booklet describing company products 
and services is available. (Page 68) 


1118/Circle on Readers’ Service Card 
Free Dispenser Offer 

. a bonus offer for label orders is de- 
scribed by Allen Hollander Co, (Page 68) 


*Please print or type information below 


NAME 


TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Feb. 15, 1961. 





| ae | meh oie Ee Seale 


Requirements 


*Send for these free helpful selling tools 


1119/Circle on Readers’ Service Card 
Polystyrene Folder 

. + » Weber Plastics releases a folder on 
expandable polystyrene for molded pack- 
ages. (Page 68) 


1120/Circle on Readers’ Servite Card 
Inspirations 214 a 
2 +« Westvaco’s house organ features 
photographic work of Yale Students. 
(Page 98) 


1121/Circle on Readers’ Service Card 

Binders, Covers 

. « » presentation products are illustrated 

in a booklet offered by Joshua Meier. 
(Page 98) 


1122/Circle on Readers’ Service Card 
Paper Evaluator 

. « « for judging two types of paper in di- 
rect comparison is offered by A. B. Dick Co. 


Reader’s Service Dept. 


Core C LE 
SOY 


1123/Circle on Readers’ Service Card 
Calendar Catalog 

. » » Cobb Shinn describes stock styles now 
available. (Page 98) 


1124/Circle on Readers’ Service Card 

A Look At Your Sign 

. . « the value of Plexiglas for signs is 
described by Rohm & Haas. (Page 135) 


1128 /Circle on Readers’ Service Card 
Display Material 
. . a folder on Display-Flex, in continuous 
rolls, is offered by Fuller Displays. 
(Page 135) 


1126/Circle on Readers’ Service Card 

Premium Cameras 

. » » Eastman Kodak Co. releases a new 

catalog of cameras available for premium 
(Page 111) 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


Readers’ Service Dept. 
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Please have the following sent me. 


1101 
1107 
1113 
1118 


1125 
1131 
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1102 1103 1104 1105 1106 
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If you do not have a personal Ad- 


vertising Requirements subscription 
and would like to receive the next 


twelve monthly issues (U.S., Canada 
and Pan-America, $3; all others $5) 
Please check below: 


[] Payment enclosed [] Send bill 
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*Note: inquiries for items listed 
not serviced beyond Feb. 15, 1961. 
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1127/Circle on Readers’ Service Card 

Ad Thimbles 

. . « plastic thimbles in color with impri*.. 

are described in Teraco literature. 
(Page 113) 


1128/Circle on Readers’ Service Card 
Midget Index 

. @ specialty item is described by Ox- 
wall Tool. (Page 113) 


1129/Circle on Readers’ Service Card 
Sheaffer Ad Pens 

- a catalog of specialty pens and pen- 
cils is available from W. A. Sheaffer Pen 
Co. (Page 113) 


1130/Circle on Readers’ Service Card 
Copper Coin Bank 

- . @ specialty coin bank is described in 
Waverly literature. (Page 113) 


1131/Circle on Readers’ Service Card 
Mem-o-Pad 
- an imprinted memo-pad with pencil 
holder is» described in Baco literature. 
(Page 113) 


1132/Circle on Readers’ Service Card 
Walbaum Type Family 

- . specimen sheets are available from 
Amsterdam. (Page 48) 


1133/Circle on Readers’ Service Card 
48 Pt. Reverse 

. . type for casting on the Ludlow is de- 
sctibed by Service Engravers. (Page 51) 


1134/Circle on Readers’ Service Card 
Handlettering Alphabets 

.. . 17 new styles in the Quillo series are 
shown by Advertising Aids. (Page 51) 


1135/Circle on Readers’ Service Card 
Color Window Envelopes 
. Gaw O'Hara releases. a brochure 
showing its new showcase envelopes. 
(Page 87) 


1136/Circle on Readers’ Service Card 
Flash Bulletin Catalog 

. . « National Creative Sales Inc. releases 
its current. catalog. (Page 87) 


1137/Circle on Readers’ Service Card 
New Announcement Board 

. Pryor Marking Products descibes a 
new announcement board. (Page 132) 
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LOST and FOUND 


FOUND—Messengers to 
ride on the outside of 
your product containers. 
These sealed folders add 
point-of-sale impact, draw 
more impulse sales. In 
the home at point-of-use 
they deliver recipes, pre- 
mium offers, cross adver- 
tising and other types of 
selling messages that pull 
repeat business. Capitalize 
on this powerful selling 
tool! Write Outserts, Inc., 
Scranton 9, Pa. 





what 
did 
the 

man 
Say’ 


Printed advertising has one great advantage over other 
media of communication. The spoken word may be 

missed or misheard. The printed word and picture 

are permanently on record. Print gives the reader 

the important right of reassurance. What did the man say? 
In print there is no doubt because the reader can refer 
back to the printed page and read what he had to say. 

This is one reason why there is a security in national 
advertising in magazines and newspapers not found 

in non-print media. Print is the natural medium for honest 
advertisers who tell their story clearly, vividly, and 
permanently for the reassurance of their buying audience. 


ILLUSTRATOR: Tom Dunnington, a designer -illustrator 
whose work has been recognized by New York and 

For more than a quarter-century we have served America's CHCEED AE CRAG CHIE Se HRI PIERO ON 
print advertisers and their agencies from coast to coast, first 
with fine photoengravings for letterpress, now also for gravure. 
To this extent, printed advertising is our business and 
it is natural for us to promote it. But as working members of 
America's graphic arts industry we believe so deeply in 
the importance of printed communication, educational, editorial, 
and advertising, that we are publishing this series of Ce OLL INS, MIL LER & HUTCHINGS, INC. 
advertisements as a tribute to print media. 
Leading artists and photographers who feel as we do 
have joined with us in this public service program. America’s finest photoengraving plant for 


etterpress and gravure / 333 West Lake Street, Cr 








